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All Three in Oue 
High-Voltage Cable 
® MOISTURE RESISTANCE 


@® OZONE RESISTANCE 


® RESISTANCE TO HEAT 
-- AND AGING 


For the first time these three important properties, moisture resistance, 
ozone resistance, and resistance to heat and aging, are combined in a 
single high-voltage insulation. Simplex-Anhydrex XX _ insulation has 
proved itself to be far and away your most dependable assurance of low 
cost, trouble-free cable operation at the higher voltages. Here’s why: 


Aged for 16 weeks at 250°F. (121°C.), Simplex-Anhydrex XX 
retained approximately 50‘. of its tensile strength, nearly 68% 
of its elongation. More than that, its rate of deterioration after 
the first few weeks was very slight, indicating exceptional stability 
and long life. It remained rubber-like in quality and appearance 
and was still suitable for further use. Compare this with ordinary 
vegetable oil base and heat-resistant compounds which, inside of 
only 3 weeks, became brittle, cracked and crumbled. 
Aged for 7 days at 250°F. (121°C.), Anhydrex XX was then 
immersed for a week in distilled water at 158°F. (70°C.). It 
absorbed less than 15 mg. per square inch of exposed surface. 
Aged for 7 days at 250°F. (121°C.), Simplex-Anhydrex XX was 
bent around a mandrel and exposed to .03% ozone for 4 hours 
yet would not crack. 
Compare these values with those of any other high-voltage insulation. 
You’ll find a big difference whenever Simplex-ANHYDREX XX Cables 
are on the job; a difference that pays off in more economical, more 
efficient, and more reliable power transmission. If you would like more 
complete information and specification data on Anhydrex XX insulation, 
simply drop us a line at the address below. 





SIMPLEX WIRE AND CABLE COMPANY 
79 Sidney Street, Cambridge 39, Massachusetts 
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Why the sea is salty 


In Norse mythology, a poor man got a magic 
mill from the elves. With it he could grind whatever 
he wanted--food, clothing, furniture, and best of all, 
gold. Of course, the poor peasant’s lot changed from 
poverty to riches. 

An envious brother borrowed the mill. He com- 
manded it to “grind herrings and broth and grind 
them good and fast.” But having taken the mill in 
such haste, he didn’t know the magic words to shut 
it off. He was almost drowned in broth when the 
brother came to the rescue. 

Finally, the magic mill was stolen by a salt dealer, 
who put it on his ship. Safely at sea, the skipper 
demanded, “Grind salt and grind it good and fast.” 
Alas, he hadn't learned the control words either. 
The mill ground salt endlessly, filling all his kegs 


and his hold, covering the decks and at last sinking 
the ship. There at the bottom of the sea, so people 
say, the magic mill still grinds--and that’s why the 
sea is salty. 

From time immemorial, men have dreamed about 
magic mills and schemes to bring abundance and 
riches. Here in America, today, there are plans that 
are flooding us with superabundance of certain com- 
modities. But what about the magic words to shut 
off the mill? 

Isn't it time we see the truth in this ancient Norse 
myth, that “too much” is just as foolish as “too little?” 
We may well remember this first law of economics: 
In a free market, supply can adjust itself to demand-- 
whether it be potatoes or steel-- without sinking the 
ship. Here is a must job for all thinking Americans. 


The Youngstown Sheet and Tube Company 
General Offices— Youngstown 1, Ohio 
Export Offices--500 Fifth Avenue, New York 


MANUFACTURERS OF CARBON ALLOY AND YOLOY STEELS 


RAILROAD TRACK SPIKES - CONDUIT - HOT AND COLD FINISHED CARBON AND ALLOY BARS - PIPE AND 
TUBULAR PRODUCTS - WIRE - ELECTROLYTIC TIN PLATE - COKE TIN PLATE - RODS - SHEETS - PLATES. 
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For complete and detailed information on these and other fluorescent or slimline 
Industrials, send for RUBY-PHILITE’S new Catalog No. 50. . . showing 


the nation’s finest and most comprehensive line of fluorescent, slimline, and 
incandescent lighting fixtures for commercial, industrial, and school use. 


*SINGLE-PIN 48” INDUSTRIAL SLIMLINE eo tSINGLE-PIN 96” INDUSTRIAL SLIMLINE 


32-02 QUEENS BOULEVARD, LONG ISLAND CITY . N.Y. 
RUBY-PHILITE LIGHTING FIXTURES ARE SOLD EXCLUSIVELY THRU RECOGNIZED ELECTRICAL WHOLESALERS 
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PAT APPLO. FOR 


The Entirely New Connectors For 


Armored and Non-Metallic Cable 
That You Just Snap Into Place! 


SNAPX is the new cable connector that is installed without 
tools. There are no nuts or screws to tighten. Just compress, 
snap it in place and it’s set. 


To try it is to buy it. See how easy SNAPX is to use! Write 
today for your free sample, giving the name and address of 
your electrical wholesaler. 





COMPRESS spring clip that holds N 
cable. N 


NNN = 


METHOD 
T00L 
: 0 


armored, and 3-12 and 3-14 non-metallic cable GALVA, * ILLINOIS 


carry the underwriters seal of approval. 














SNAP IN to box knockout and the 
cable is set — the job done! 
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 CRuhmatic. ¥lectri-Centers . . . 
first in circuit protection and control 
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Simplest switching. Easy as ringing a doorbell! Push of 
finger switches the current either ON or OFF. If Push- 
matic is automatically tripped by short or overload, just 
push and service is restored. No bothersome resetting by 
hand . . . no fuses to buy. Only Pushmatic offers simple 
push-button switching. 


Most flexibility. Compact Pushmatics are identical in size 
and contour, regardless of rating or type. Each unit can 
be quickly, easily inserted or removed from a panel with- 
out disturbing other units. Units may also be interchanged 
any time to meet changing electrical requirements. 


(%) BuLLDoc 


Pioneers in flexible electrical distribution systems 








Surest protection. Pushmatics operate with split-second pre- 
cision when overload or short occurs. Automatic tripping is 
entirely independent of manual operation. For installations 
subject to unusual temperature variables, Ambient Com- 
pensated Pushmatics carry 100% of their normal rating at 
any ambient temperature between 30°F. and 150°F. 





Easiest installation. Compact Pushmatic Electri-Centers fit 
almost anywhere .. . provide large wiring gutters, easy re- 
moval of interior assembly, complete accessibility of all elec- 
trical connections. And there’s a Pushmatic to meet every 
load condition: THERMAL-MAGNETIC and THERMAL- 
MAGNETIC with exclusive AMBIENT COMPENSATING 
FEATURES. Ratings of i5, 20, 30, 40 and 50 amperes, 
1 pole, 120 V., or 2 poles, 120-240 V., A.C. Order now! 


BULLDOG ELECTRIC PRODUCTS COMPANY 


DETROIT 32, MICHIGAN © FIELD OFFICES IN ALL PRINCIPAL CITIES 
IN CANADA: BULLDOG ELECTRIC PRODUCTS OF CANADA, LTD, TORONTO 


See Pushmatic before you specify or buy any circuit breaker 
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ALL-STEEL EQUIPMENT Inc.— 800 Kensington Ave., Aurora, Illinois 
"A BOX FOR EVERY NEED”? 
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(Additional items will be found on pages 9, 69 and 71) 


1003—Circuit Breakers. Operating characteristics, schematic 


diagrams, and detailed performance data on fully magnetic break-' 


ers for branch circuit protection are provided in a Soo 
8%2- x ll-inch folder. Cutaway views showing construction 
tails 5 included. Bulletin No. 525 is issued by Murray Mfg. 
Corp., 1250 Atlantic Ave., Brooklyn 16, N. Y. 


1005—Building Wire, Cable, Conduit. Extensive technical 
data on a comprehensive line of electrical cable, building wire, 
and conduit raceways are provided in a new 86-page publication, 
General Catalog No. 500, issued by Lior» ag Conduit & Cable 
Co., Inc., 1906 Jersey Ave., New Brunswick, N. J. Handsomely 
bound in sturdy leatherette to take years So wear, this catalog 
also contains valuable information on electrical engineering and 
wiring standards for the aid of contractors, engineers, architects, 
and industrial users. 


1007—Panelettes. An illustrated 8-page folder describing Fed- 
eral Noark O L Panelettes is now av: ae from Federal Electric 
Products Co., 50 Paris St., Newark 5 Clearly explained 
are uses, adding of circuits, wiring, flenbibiy of the unit, pro- 
tection afforded, and elements of the panelettes. Illustrated are 
typical wiring diagrams, along with cutaway illustrations. 


1011—Conduits. ‘Natural Electric Conduits” is the title of 
the new 30-page Catalog No. 603 which describes and illustrates 
the many types of electrical conduits that are manufactured by 
National Electric Products Corp., Chamber of Commerce Bldg., 
Pittsburgh 19, Pa 


1013—Proper Cable Sizes. A new booklet, “Selection of Proper 
Cable Sizes,” has just been issued by General Electric’s Construc- 
tion Materials Advertising Department, Bridgeport, Conn. This 
publication deals with the method of determining cables and 
cable sizes of asbestos-varnished cambric cables, Types AVA, 
AVB, and AVL. 


1015—Shunt Capacitors. A new bulletin, No. 21, on the use 
of shunt capacitors for power factor correction has been prepared 
by the James R. Kearney Corp., 4236 Clayton Ave., St. Louis 
10, Mo., and is now available for general distribution 


1919—Service Panels. 


Information and prices on protective 








control centers for homes, apartment buildings, service stations, 
and industrial applications is contained in Bulletin 494, “New 
Push-Button Service Panels,” issued by BullDog Electric Prod- 
ucts Co., Detroit, Mich. 


1023—Protective Control Centers. Information and prices on 
a new line of push-button protective control centers are con- 
tained in Bulletin 493, “BullDog Pushmatic and Pushmatic 
Electri-Centers.” BullDog Electric Products Co., Box 177, 
Roosevelt Park Annex, Detroit 32, Mich., has made the bulletin 
available. 


1031—Heating Units. The new Chromaiox Catalog of Indus- 
trial Electric Heaters, Catalog 50, is available from Edwin L. 
Wiegand Co., 7600 Thomas Blvd., Pittsburgh 8, Pa. Four basic 
Chromalox units—strips, rings, tubulars, and cartridges—with 
wide variations in wattage, voltage, and sheath material, are list- 
ed, as well as easy selection and application data 


1035—Electrical Fittings and Devices. Buchanan Electrical 
Products Corp., 1290 Central Ave., Hillside, N. J., offers a 12- 
age catalog covering solderless connectors, cable and conduit 
Fittmgs and wiring devices. It contains complete data on “Splice 
Caps” and “Termend” lugs for wire splicing and terminating, 
box connectors for metallic and non-metallic sheathed cable, both 
plain and insulated conduit bushings, conduit locknuts, knock- 
out plugs, terminal blocks, attachment plugs, fuse pullers, etc. 
Suitable illustrations, dimensional data, and application instruc- 
tions are included. 


1039—Switches and Guards. Newly released 32-page, two-color 
Catalog No. 49, of the McGill Manufacturing Co., Inc., Val- 
paraiso, Ind., contains complete descriptions of Levolier switches, 
McGill lamp guards, and McGill electrical specialties 


1041—Cabinets and Boxes. Thirty pages ot catalog sheets com 
prise a new catalog available from B & C Metal Stamping Co., 
P. O. Box 56, Station D, Atlanta, Ga. The catalog is divided 
into three sections: products for electrical applications in gen 
eral, products for the utilities and the R.E.A., and products for 
appliance distributors. 





ELECTRICAL SOUTH, 
806 Peachtree St., NE 
Atlanta 5, Ga. 


Gentlemen: 


Please send me the bulletins and catalogs indicated. 


(Print Plainly) 


Company 


City & State 





March, 1951 
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Circle numbers below. Bulletins and 
catalogs will be mailed promptly. 





1003 1005 1007 1011 
1015 1019 1023 1031 
1939 1041 1045 1051 
1063 1071 1073 1079 
1085 1087 1091 1093 
1097 1099 1103 1105 
1109 1111 1113 1115 
1119 1121 1123 
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“,.. $26,500,000 worth 
of U.S. Savings Bonds a year 


under company 


Payroll Savings Plan...” 


CHARLES E. WILSON 


“General Electric employees are buying more than $26,500,000 worth 
of U.S. Savings Bonds a year under company payroll savings plans. Since 
the inception of our savings plans in 1917, General Electric employees 
have saved $445,000,000 of which $280,000,000 consisted of the purchase 
of United States Savings Bonds since May, 1941. The record speaks for 


itself.” 


The record of General Electric Company, and the records 
of more than 21,000 other large companies, prove that 
€mployees want to save the easy, automatic way—the Pay- 
Froll Savings Plan. 

As of November 1, 1950, more than 8,000,000 employees 
were buying U. S. Savings Bonds every month. While the 
figure was impressive, it was not as large as it should have 
been—a fact recognized by many companies. 

In November and December, top executives of literally 
thousands of large companies (employing one hundred or 
more) decided to check their Payroll Savings Plan and 
endeavor to increase participation to 60% or more. 


Here are a few December reports: in one of the larger 
units of a leading steel corporation, participation went 
from 20% to 80.6 per cent . . . a well-known independent 
steel company (13,710 employees) reported 82% partici- 
pation . . . another large steel company (100,000 em- 
ployees) , 75% participation . . . one plant of a large rubber 


corporation climbed to 94% (company average, all plants, 
70%—and still going up). Tabulation of all companies ex- 
ceeding 60% participation in December would literally 
fill this page. 

Higher participation in the Payroll Savings Plan is good 
for the men and women for whom it builds security. It is 
good for the company because a saving employee is a better 
workman, a better citizen. It is good for the country because 
the month after month purchase of U. S. Savings Bonds by 
millions of Americans is a most effective check on inflation- 
ary tendencies. 

Phone, write or wire, now, to Savings Bond Division, 
U. S. Treasury Department, Suite 700, Washington Build- 
ing, Washington, D.C. Your State Director has a simple, 
four-point promotion plan, concluding with a person to 
person canvass that puts a Payroll Savings Application 
Blank in the hands of every employee. That’s all you have 
to do—and you'll be surprised at the response from em- 
ployees who want to save. 


The U. S. Government does not pay for this advertising. The Treasury De- 
partment thanks, for their patriotic donation, the Advertising Council and 


ELECTRICAL SOUTH 
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1045—Electric Connectors. General Electric Co., Schenectady 
5, N. Y., has announced a booklet describing a complete new 
line of solderless electric connectors which accommodates a 
wide range of conductor sizes. ‘he new line is completely il- 
lustrated and diagrammed. ‘This booklet is available from the 
Apparatus Dept., General Electric, in Schenectady. 


1051—Air-Cooled Transformer. Bulletin No. 49-ACO is now 
available from Marcus ‘lransformer Co., Inc., 34 Montgomery 
St., Hillside 5, N. J., giving descriptive details on the company’s 
new air-cooled distribution transformer. Designed for indoor 
or outdoor use, the new transformer utilizes heatproof class B 
and C insulation which enables it to withstand overloads and 
eliminates the use of oil or other liquids. 


1053—Bustribution Duct. This 23-page bulletin, No. 462, 
issued by Bulldog Electric Products Co., Box 177, Detroit 32, 
Mich., describes in detail the Bulldog Feeder and Plug-In 
Bustribution Duct for bus duct electrical distribution. “The 
bulletin is profusely illustrated. The many drawings included 
show details of the duct, the various fittings, and the hangers, 
as well as diagrams of complete systems. 


1063—“CSP” Transformers. Forty pages of facts and figures, 
dates and places on “CSP” transformers in actual use comprise 
the booklet B-4248, “30 Case Histories of “CSP” Perform- 
ance,” issued by Westinghouse Electric Corp., P. O. Box 868, 
Pittsburgh 30, Pa. The booklet covers three basic types of case 
histories—lightning protection, thermal protection, and lower 
costs. 


1071—Plugs and Receptacles. Additional loose-leaf sheets for 
insertion in the Pylet Catalog 1100 are available from the 
Pyle-National Co., Chicago 51, Ill. These pages describe a 
wide range of plugs and recepts acles for special purposes. 


1073—Lightning Protection. Complete with graphs, diagrams, 
and illustrations, “Modern Concepts of Lightning Protection for 
Transmission and Distribution Systems,” by H. M. Towne, is 
available from the Apparatus Dept., General Electric Co., 
Schenectady, N. Y. 


1079—Connectors. A 24-page, three-color catalog describing K 


& H solderless terminal i and connectors may be obtained 


from Krueger & Hudepohl, 5 East Third St., Cincinnati 2, 
Ohio. A wealth of information, including specifications, descrip 
tive material and illustrations are included. 


1081—Busduct Data. Various applications of the FA eri 
for industrial purposes are illustrated in this 31-pa ulletin 
made available by the Frank Adams Electric Co., St. 9 Mo 


1085—Lighting Fixtures—Eastern presents their most com- 
plete catalog, 32 pages of engineered lighting data, including a 
variety of fixtures for all architectural, commercial and pee a 
trial applications. Eastern Fixture Co., Inc., 70 Vernon St., 
Boston 20, Mass. 


1087—Connectors and Fittings. The M. & W. Electric Mfg 
Company, Inc., East Palestine, Ohio, announces a new twenty- 
four page catalog covering Service Entrance Cable Fittings, 
Ground Clamps, Ground Rods; BX and Romex Connectors, 
Staples, Conduit Fittings, Wireholders, Insulator Supports, Cable 
Racks and Watt-hour Meter Protectors. 


1091—Electrical Wiring Devices. A 76 page catalog, No. 48, 
of electrical wiring devices, covering fluorescent devices, lamp- 
holders, connecting devices, flush plates, flush and surface 
switches, rosettes, cutouts, secondary circuit breakers and inter 
changeable unit devices. Also included are suggested standards 
of adequate residential wiring and electrical symbols. This 
catalog 1s available from The Bryant Electric Company, Bridge- 
port 2, Conn ; 


(Catalog No. 6300—AIA file No. 31G3) issued by the Monitor 
Controller Company, 51 Hayward Street, Boston, Mass., de- 
scribes in detail the Company's V-type starters and explains the 


protection inherent in the patented Compensated Thermal over- 
load. 


1093—Magnetic Motor Starters. A new 22 page booklec 


1095—Electrical Specialties. The F. D. Kees Mfg. Company, 
Beatrice, Neb., has available upon request, a 20-page catalog illu- 
strating various types of enclosures and other electrical specialties 
manufactured. This 76-year old firm supplies the better-known 
utilities and jobbers throughout North America. 


1097—Flexible Cords and Cord Sets. A complete 9-page cata- 
log is available from Cornish Wire Company, 15 Park Row, 
New York 7, N. Y., containing data on all standard electric 
cords and stock cord sets, hakidine Neoprene-jacketed. Also 
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descnptive data on the new UL approved all-Neoprene heater 


cord—“COROPREX”. 


1099—Lighting Fixtures. Fluorescent and incandescent lumi- 
naires for schools, offices, stores and churches are illustrated in 
a series of bulletins issued by Curtis Lighting, Inc., 6134 West 
65th Street, Chicago 38, Ill. The entire series or any indivi- 
dual bulletins may be obtained upon request. 


> 


1103—Electrical Connectors. Burndy Industrial Catalog 52, 
featuring a complete line of general-purpose connectors for in- 
dustrial wiring is available. Complete information concerning 
application, construction features and dimensions of these con- 
nectors are included, as well as several pages devoted to engi- 
neering data. Published by Burndy Engineering Co., Inc., 107 
Bruckner Blvd., New York 54, N. Y. 


1105—SnapX Connectors. A new folder on SnapX connec- 
tors is now available from Briegel Method Tool Co., Galva, II. 
Illustrated and explained are the three steps necessary for con- 
necting cables to boxes with this new connector for armored 
and non-metallic cable. 


1107—High Voltage Portable Cables. The various types for 
use from 600 to 15,000 volts are described and illustrated. Cata- 
log listing including weights and outside diameters are given. 
Detailed splicing instructions are included. Copies may be ob- 
tained from Simplex Wire & Cable Co., 79 Sidney Street, 
Cambridge 39, Mass. 


1109—Anchoring and Drilling Devices. An illustrated 32-page 
catalog No. 65, describing more than twenty-five anchoring and 
drilling devices for making fastenings to masonry, is available 
from the Arro Expansion Bolt Company, Marion, Ohio. 


1111—Fluorescent Fixtures. The specifications on all fixtures 
built by the Light & Power Utilities Corp., of 1035 Firestone 
Blvd., Memphis, Tenn., are detailed with illustrations in the 
newest catalogue issues by this company. The cover of this cata 
logue has an interesting wood cut called Light through the 
Ages which depicts the advance of lighting from the cave man 
to modern fluorescent lighting. 


1113—Domestic and Industrial Fans. A general specifications 
bulletin is i. ea from Franklin-Morgan Co., P. O. Box 391, 
Charlotte I , describing and illustrating their upright and 
horizontal pt = attic fans, industrial fans and wall package 
units, automatic wall and ceiling shutters, and kitchen and win 
dow fans. 


1115—Remote-Control Wiring. An eight-page, non-technical 
booklet on remote-control wiring, publication No. 16-330, wnt 
ten expressly for the consumer, is av ailable from the G.-E. Con 
struction Materials Dept., Bridgeport 2, Conn. The booklet gives 
a picture story on the convenience, safety, and economy of this 
new wiring method. 


1117—Fluorescent Fixtures. The Edwin F. Guth Co., 2615 
Washington Ave., St. Louis 3, Mo., has released a new catalog 
covering their complete line of commercial and industrial, fluo 
rescent and germicidal lighting equipment A full range of 
fluorescent fixtures is presented in the catalog, No. 47, in a 
condensed, easy-to-refer-to form 


1119—Ventilating Fans. Beautifully illustrated separate cata 
logue sheets on each of Murray's four home ventilating fans 
(20” portable, direct-drive window fan; 24” portable, belt-drive 
window fan; 24” to 48” vertical draft, horizontal mount attic 
fan) giving full description, specifications, dimensions and in 
stallation instructions. H. C. Biglin Co., Inc., 7 Harris St., 
N. W., Atlanta, Ga 


1121—“SPIKE-LITE,” a new product of PERFECT-LIN} 
Manufacturing Corp., Hicksville, N. Y., is now available The 
“SPIKE-LITE,” a weatherproof, adjustable, aluminum lamp 
holder, is ideal for special outdoor lighting for farms, gardens, dis 
plays, billboard, etc. It is complete with stake, asbestos gasket 
and 10 ft. or 25 ft. outdoor cord and plug, and uses PAR 38-150 
watt lamp which is not included 


1123—Describes manufacturer's complete line of solderless wire 
connectors, cable and conduit fittings and wiring devices. Con 
tains profusely illustrated descriptive information on “‘pre-SURE 
connectors” for solderless wire splicing and terminating, both 
plain and insulated conduit bushings, box connectors for metallic 
and non-metallic sheathed cables, conduit locknuts, knockout 
plugs, molded terminal blocks, etc. Includes complete specifi 
cations, dimensional data, application instructions and ordering 
information. Catalog 1050, 12 pages. Buchanan en al Prod 
ucts Corporation, 1290 Central Avenue, Hillside, 
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Audible “humming” from a fluorescent ballast is highly annoying . . . yet some 
people believe this noise is an unavoidable part of fluorescent lighting. 


This is not true. Seldom do you hear a CERTIFIED BALLAST that is properly 


installed in a fixture. It operates efficiently and quietly. 
Freedom from noise is but one advantage of CERTIFIED BALLASTS. You also get... 


® Maximum light output (poor ballasts may reduce light by 20%) 
® Full lamp life (poor ballasts may shorten lamp life by ) 
® Long, trouble-free, dependable service. 


CERTIFIED BALLASTS are made to exacting specifications, then tested and checked 
by Electrical Testing Laboratories, Inc. 


@ Complete information on the types of CERTIFIED 
BALLASTS available from each participating man- 
ufacturer may be obtained from Electrical Testing 
Laboratories, Inc., East End Avenue at 79th Street, 
New York, New York. 





ERTIF Participation in the CERTIFIED BALLAST program is 
IFIE al e, open to any manufacturer who complies with the require- 
ments of CERTIFIED BALLAST MANUFACTURERS. 


SERTIFIED BALLAST MANUFACTURERS 


Makers of Certified Ballasts for Fluorescent Lighting 





2116 KEITH BLDG., CLEVELAND 15, OHIO 
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NEW BENZAMIN 
‘“"MAGNA-FLO”’ BULLETIN 
Available Now! 


eeeeeeeeeeeeeaee 


Tells Why You Capitalize Fully 
on the EXTRA EFFICIENCY of the NEW 
go: INDIVIDUAL UNITS T12 SLIMLINE LAMPS when you specify 
NEW BENJAMIN “MAGNA-FLO” SYSTEMS 





Bulletin mF brings you complete data on the 18 different 
types of Benjamin “‘Magna-Flo” Units for the 96”, 72” and 

INDIVIDUAL UNITS 48” T12 Slimline Lamps. It describes all the ‘“‘“Magna-Flo” 
= advantages which make possible higher lighting levels at lower 
cost with sustained efficiency. 





Of special interest are illustrations, descriptions and other data 
on the many Benjamin “Magna-Flo” features which enable you to 
capitalize fully on the extra-efficiency of the new, instant-start, 


48 single-pin T12 Slimline Lamps. Among the features described are: 


INDiVinuUaL UNITS 


7 The right unit for every installation requirement. Wide variety of types 
and sizes! Individual units or continuous lines... closed or open-end... 
apertures for brightness control. 














= Speedier lamp int e with new single-pin “SPRINGLOX" Lamp- 
holders! Lamp pin contacts cannot get out of order... faster lamping and 
re-lamping ... eliminates danger of lamps dropping out .. . exclusive with 
Benjamin! 


o High light reflection factor of Benjamin “Life-Time” Porcelain Enamel Re- 
flectors (82% minimum). 





. and of course, as you would expect of any Benjamin Fluores- 
cent Lighting Unit, you get Certified Ballasts for minimum service 
interruptions; easy-to-clean “‘Life-Time’’ Porcelain Enamel Re- 
flectors; RLM-approved open-end reflector contour; famous “‘built- 
like-a-battleship” construction for greater structural strength and 
elimination of channel sag; and all the other plus-values which you 
naturally associate with Benjamin Quality. 








Get all the important facts about “Magna-Flo’’—the most 
48” cont modern way to get MORE LIGHT at LOWER cost! Mail the coupon 
INUOUS-LiINE SYSTEMS below Topay! 


= CROSSES ES EESESEEESESESESESESESESe SOND o 
7 => Ss ic ) Benjamin Electric Mfg. Co., Dept. Z-1 
ol sh ) : Des Plaines, lilinois 
Cory 5) Please send me, without cost or obligation, your Bulletin MF to assist me 


in obtaining MORE LIGHT at LOWER COST. 
“LOK-LATCH” Reflector Fasteners “SPRINGLOX” Lampholders » Name & Title 
Permit 


Hand-operated pid at- Patented construction greatly sim- & . 
fochment ond detachment of re- plifies and speeds up lamp insertic - Y Firm_ 
m 


flector from h ond removol. 


Address__ 
“*Magna-Flo” Units are available for either tere 
two or three 48", 72" or 96" T12 Slimline Lamps City. 
Benjamin Lighting Equip Is Sold Excl ly through Electrical Distributors 
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NEW LOW-COST LOAD GENTER 


For the first time—panelboard construction 


at load center prices 


Yes, now you can have—for the same or even less cost 
than you've been paying—a choice of Load Centers for 
residential and commercial applications having fea- 
tures you ve seen before only in high-priced industrial 
panelboards. 

By means of adroit designing and the adoption of 
interchangeable components wherever possible, 
Trumbull has managed to create a superior product 
and at the same time achieve enough economies, by 


\ 


YOU'VE NEVER BEFORE SEEN A CIRCUIT BREAKER LIKE THIS IN A 





standardizing manufacturing, to give you more value 
for less cost. 

For example, Trumbull’s new TRUMBULLITE Load 
Centers incorporate for the first time plug-in quick- 
make, quick-break circuit breakers. These—and many 
other top-quality features — make TRUMBULLITE the 
unquestionable first choice for value among all Load 
Centers. 

Write for new bulletin on TRUMBULLITE—TEB-12. 


AD CENTER 





QUICK-MAKE, QUICK-BREAK Trumbull’s 
new TQL interrupts with a snap. No matter 
how sloppily the handle is operated, the 
movable contact arm (A) opens or closes 
fast and clean...reduces burning or arcing 
of contacts. 

DOUBLE PROTECTION thermal and mag- 
netic Trumbull’s new TQL trips automatically 
by (B) time-delay thermal action of exces- 


np 


sive overload (but not by harmless tempo- 
rary overloads) or by (C) instantanevus 
magnetic action for short circuit. 
TRIP-INDICATING When an overload or 
short circuit causes the Breaker to trip, the 
handle (D) moves to mid-position between 
OFF and ON where it is easily observed from 
a distance. 

TRIP-FREE Trumbull’s new TOL Breaker 
automatically trips independently of the 
handle—it trips for a fault condition even 
though handle is held in ON position 
OTHER FEATURES Pressure-type silver- 
plated copper contacts (E)...are ¢ hute (F) 
made of special refractory material . ex- 
haust chamber (G) to cool gases .. . com 
pletely tamper-proof . .. Underwriters Lab- 
oratories Inc. approved. 


a As INTERCHANGEABLE All ampere ratings 


are physically interchangeable. 


RATINGS 15. 20. 30, 40, 50 amp; 120 volt 


A-C, single pole, single throw. Interrupting: 
5000 amp. 120 volt A-C. 120/240 volt A-C. 
Two-pole operation possible with handle ex- 
. tensions. 








EASY MOUNTING With box mounted on wall, the four 
captive springs permit the interior to be mounted without 
the nuisance of screws (as shown below) and removed for 
ease in wiring. They also allow “lining up” of fronts re- 
gardless of uneven box installation. Note plenty of knock- 
outs, solid groundable neutral. 


RUGGED BUSBARS AND STABS No porcelain insu-® 
lators to break. Busbars and stabs are silver-plated copper 
for positive conductivity. Terminals are heavy-duty, silver- 
plated, solderless 


TRUMBULL 


ATTRACTIVE APPEARANCE Thie front is fastened to 
box and interior by means of four screws. 12- through 20- 
circuit Load Centers are designed for sequence phasing 


adjacent Breakers are on alternate phases. This unique 
design assures balanced loads. Breaker positioners and 
circuit numbers embossed on fronts. Note twist-outs 


SEE MORE REASONS why trumbutlite Load Centers 


give you more for your money 


QUICK-IN, SURE-IN BREAKERS Pressure contacts en- 
gage stab assembly firmly. Anchor on back plate grasps 
recess on breaker. Inserting a breaker is as easy as plug 
ging a lamp cord into a wall receptacle 


ELECTRIC 


THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 
PLAINVILLE, CONN. 








CONFUSION UNDER ESA CONTROLS 





HE PRICE-FREEZE regulation issued on January 

26 was no hurriedly prepared document. It 
had been expected since the upward price spiral 
started last summer. The agency designated to 
prepare and administer the regulation was estab- 
lished some six months ago. And in preparation for 
price contro} the voluminous annals of OPA were 
available to the Economic Stabilization Agency. 

Yet, the ink was scarcely dry on the Govern- 
ment’s price-freeze order before the need of 
changes and amendments became apparent. 

There was, for instance, the ‘obvious need of 
some relief for those business , 
concerns which had made a con- 
scientious effort to operate in 
accordance with the voluntary 
price control program  an- 
nounced by the ESA in mid- 
December. 

That program simply did not 
work. It could not have been 
expected to work. There were 
too many who remembered the 
difficulties experienced under 
the OPA, in cases where selling 
prices were based on inventory 
cost rather than replacement 
cost. They were aware, too, 
that one should follow a consistent policy—that if 
selling prices are based on replacement costs in a 
declining market, safety requires the same policy 
in a rising market. 

Accordingly, the price spiral continued merrily 
upward after December 19. The rate of increase 
was greater than it had been in the preceding 
months. Announcement of a voluntary freeze prob- 
ably added fuel to the inflationary fire, with its 
apparently clear implication that a mandatory 
price freeze could be expected soon. 

So, as should have been expected, there was 
widespread confusion as the General Price Ceiling 
Regulation took effect in late January. One basic 
reason was explained in the regulation itself, in a 
reference to the-“‘lag between a change in prices at 
one level and a corresponding change at the next 
level of production and distribution.” 

From the ranks of the retailers, where so fre- 
quently it was found that the selling prices on 
many items were not in line with current replace- 
ment costs, came urgent requests to the ESA for 
relief. Perhaps by the time this comment ap- 
pears in print, such relief will have been granted. 


A similar need for relief was found in some 
wholesale trades, For instance, one southern whole- 
saler reported that on approximately 20% of the 
lines handled, price changes were made effective 
by suppliers following the voluntary freeze. Others 
reported that it would be necessary to discontinue 
some good lines unless selling prices could be re- 
vised in line with replacement costs. For as late as 
mid-February, notices were still coming in of fac- 
tory price advances effective prior to January 26. 

There is, and for some time has been, urgent 
need for an effective program of stopping or re- 
tarding inflation. ESA officials 
probably are doing about as 
good a job as could be done with 
the tools they have. They are ap- 
parently trying to give fairly 
prompt attention to the prob- 
lems of the retail, wholesale 
and service trades. And they 
are to be commended, too, for 
their frank recognition, in the 
price-freeze regulation itself, 
that a price freeze is an attack 
on the symptoms rather than on 
the disease—that a price freeze 
does not end the danger of in- 
flation, and to be effective must 

be backed by firm fiscal and credit measures. 

It is probably true, as Marriner S. Eccles, mem- 
ber of the Federal Reserve Board, told a congres- 
sional committee in late January, that a wage 
freeze and strict curbs on banking credit would 
have eliminated the need of any over-all price con- 
trol. But now we have it, and it will be necessary 
to do what we can to make it work. 

However, there can be no effective curb on in- 
flation so long as government plays to political 
favorites in price and wage control. 

In the Defense Production Act of 1951, which 
authorizes price and wage control, there is evi- 
dence of political pressure in the provisions which 

@now make it impossible to hold down the prices of 
most farm products. And the wage freeze was im- 
mediately followed by an amendment specifically 
designed to permit of a last-minute wage increase 
of $1.60 a day to John L. Lewis’ mine workers. 
Price control just won’t work with preferential 
farm-labor policies. 

Meantime, those who feel that socialistic gov- 
ernment controls are desirable should take a long 
look at our difficulties under ESA controls. 


pan eer 
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Announcing the new, a// new, Apple- 
BR. 7S Portable Reelite—a compact, 
automatic cord take-up reel that solves 
the countless lighting problems of car- 
loading, machine inspection, mainte- 


* 


nance work—any job that requires good 
illumination in out-of-the-way places. 

Double silver alloy collector brushes— 270 
one of many outstanding new features— jaiteatics 
permit continuous rotation of the entire 
reel in either direction without power 
interruption or tangling of the cord. This 
versatile device furnishes light—or a flex- 
ible power source for power tools— 
when and where you want it. Positive 
stop action holds cord at desired length, 
up to 25 feet; then cord is automatically 
re-reeled when job is done. 

The Appleton 7S Portable Reelite is 
completely encased in steel, finished in 
baked hammertone enamel. It is easily 
installed on any 4” octagonal outlet box. 
Available accessories include six types of 
handlamps, machine tool connector body 
or key socket. A vaporproof model is fur- 
nished with handlamp. Write for details eee ae ee eee ae 


Series Portable Reelite. At right, the new 


on this and other Portable Reelites. reel equipped with RE-H3SR handiomp 
Sold Through Electrical Wholesalers 
APPLETON ELECTRIC COMPANY 


1754 WELLINGTON AVENUE. CHICAGO 13, ILLINOIS 


Branch Offices: NEW YORK, 50 Church St. © DETROIT, 3049 E. Grand Bivd. © CLEVELAND, 1836 Euclid Avenve © SAN FRANCISCO, 655 Minne St. 
ST. LOUIS, 227 Frisco Bidg. . LOS ANGELES, 100 N. Senta Fe Avenve . ATLANTA, 724 Bovleverd,N.E. © BIRMINGHAM, 429 Brown-Marx Bidg. 
MINNEAPOLIS, 305 Fifth St., S. © PITTSBURGH, 414 Bessemer Bidg. * BALTIMORE, 100 East Pleasant St. © BOSTON, 10 High Street « DENVER, 192! Bicke Street 
PHILADELPHIA, 1017 Cherry Street . CINCINNATI, 626 Broodway e HOUSTON, 709 M. & M. Bidg. . HAVANA, Cuba, Malecon No. 9. 
’ Resident Representatives : Binghamton, Dallas, indianapolis, Kansas City, Orlando, Milwaukee, New Orleans, Seattie, Portiand, Ore. 

Export Representatives : international Standord Electric Corp., 67 Broad St., New York 4,N. Y. 


Rating: 
10A-250V. 
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VALANCE LIGHTING 


by Sam Carson 


@ For contractors specializing 
in residentis] work the curtail- 
ment of new home construction 
means that new sources of busi- 
ness must be developed. Selling 
talents must be readied for the 
campaign to hold the volume line. 

The sale of valance lighting is 
a profitable source of new busi- 
ness that many contractors have 
so far overlooked. This dramatic, 
new style in general room light- 
ing is especially beneficial for 
television viewing. Both beauty 
and utility make valance lighting 
an ideal package sale item for 
contractors in the residential 
field. 

Morris T. Reeves, of the Geor- 
gia Power Company, Adequate 
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Wiring representative for the At- 
lanta area, is a champion of val- 
ance lighting as a boon to both 
the customer and the contractor. 
Mr. Reeves’ duties bring him in 
daily contact with both sides of 
the electrical picture—he is as 
acquainted with the needs of the 
consumer as he is with the prob- 
lems of the contractor. From 
where this electrical adviser 
stands he sees a growing demand 
for better general lighting for 
viewing television. And valance 
lighting, in his opinion, is one of 
the answers to this demand for 
more eye comfort in the home 
market. In Reeves’ own words: 

“Any direct source of light in 
the room will be reflected from 


the television screen as if the 
screen were a mirror, and cause a 
bright spot which obliterates part 
of the picture. This causes eye 
strain. Experts recommend a rea- 
sonably well-lighted room for 
television viewing, and valance 
lighting, if properly designed and 
installed, proves to be best.” 

The promotion of valance light- 
ing by the contractor is worth- 
while for four principal reasons, 
according to Reeves: 

(1) With other spending out- 
lets blocked, families will be 
spending more of their income for 
home improvements. They will 
be more receptive to sales pre- 
sentations based on lighting im- 
provement. 
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This direct type of valance light 
was installed by the Tanner Elec- 
tric Company, Atlanta. The light 
is cast downward to light draperies ba LL OR wood work Sur ACE 
drawn across three large picture ; ao - 
windows and to provide even. com- e's o_o 4 — 
fortable illumination for viewing iy 
television. The photograph was 7 
made in the home of Dr. Robert * Noon Str: en 
L. Brown, of the Emory Uaiversity 

Hospital. 











(2) Customer interest in gen- 
eral lighting has been heightened . \pe er 
by the advent of television. Ye DepyH For TyeP oF 
(3) Valance lighting is com- ; Drape Ry 
paratively simple to install. | x 
(4) It makes a good fill-in job FLay WHiTe PAINT | 
between major contracts; it is not 
a job that must be done while the SECTION 


walls are open. 





One Georgia contractor who 
has completed a number of suc- - 
cessful valance installations is SLLELLL LLLALL LL, 
pushing hard for more such jobs. o 9 ve 4 
J. O. Waddell, operator of the ——"y Woon Strip? 
Buckhead Electric Company, At- my 
lanta, declares that, “The custom- M ETA L CHANNEL 
er is better satisfied with valance 
lighting, for general lighting pur- 
poses, than with any other type of 
lighting.” 

Consultant Reeves discusses 
the comparative Advantages of the é ey 
“home-made,” locally assembled —_ LaT WH ite Pq) Nit 
valance unit and the factory-as- =—— aes ai 
sembled unit. 























LAMP 

















“I would not recommend one 
over the other because the cus- 
tom-made valance may fit into the PL AN 
home decorative scheme better 
than the factory-assembled unit. 
If the contractor can make satis- 


: dae : Angle MeTAL STRKA ANgle 
factory arrangements with a local IRON? Asove LampHoLoeRs -IRON 
shop to construct the valance “ 


board to any specified dimensions 
it is very easy to assemble the SREY TOSSES AC 
a —_-_ 


other parts of the valance. On the 
other hand, if the contractor finds PLACEMENT OF METAL STKAP 


it difficult to obtain home-made SUPPORT FoR LeNngT Hs 6° AND Over 
valance boards there are several 

















The drawings at the right show 
important construction details for 
valance lighting. The upper draw- 
ings are large scale details of the 
metal channel, lamp, and valance. 
Sketches at bottom show how val- 
ance is adapted to a typical window. 
Additional details are shown for 
valances more than six feet long 
which require metal straps to sup- 
port the valance at several points. 
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Other variations in valance lighting are shown in these 
construction details. By adding a cover above the valance 
as shown at the left, all of the light is directed downward. 
The center drawing shows a similar installation converted 


self-contained factory-built units 
on the market.” 

Reeves explains further that 
‘the main advantage in using the 
factory-built unit is that it in- 
cludes all elements necessary for 
‘simplification of the job—valance 
board, wiring channel and bal- 
last, switch, cord, lamp, and 
‘hanger brackets for mounting. 
Also, these units are more fin- 
‘ished in appearance and are avail- 
‘able in several designs, patterns, 
‘and colors. In addition, the con- 
‘tractor sells the unit and gets the 
advantage of the dealer’s profit. 

If the self-contained, factory- 
made unit is not used it will be 
necessary to have the valance 
board made by a local cabinet- 
maker, carpenter, or sheetmetal 
shop. If the contractor agrees to 
procure made-to-order valances, 
he should get his customer’s speci- 
fications and detail all measure- 
ments necessary to the valance 
construction. The width of the 
valance board will be determined 
by the appearance desired, but a 
width of 6 to 8 inches is recom- 
mended. The face of the valance 
may be painted or covered with 
decorative paper, or fabric of the 
same material as the draperies 
(if draperies are used). The in- 
side of the board should be paint- 
ed a flat white. In order to as- 
sure proper light distribution, the 
valance board should stand out 
from the wall at least 6 inches. A 
minimum of 10 inches from top 


| of board to ceiling is also essen- 


tial for maximum dispersion of 
light. 

The valance board may be 
made of plywood, paneling, metal, 
or any other material of a thick- 
ness and strength sufficient to 
maintain its shape. Reeves adds 
that any simple method of sus- 
pension is satisfactory. 

The contractor will require lit- 
tle briefing on the next step, wir- 
ing the valance installation. A few 
comments based on the exper- 
ience of contractors with whom 
Reeves has consulted will suffice. 





to indirect type lighting. At right is a valance designed for 
two rows of lamps providing direct-indirect lighting. A 
wooden shelf supported by 
metal channels for the lamps above and below the shelf. 


angle brackets carries the 


Direct connection to the unit 
may be made by running the wire 
through the wall directly into the 
wiring channel. Or, a plug recep- 
tacle in the wall may be provided. 
The receptacle and wire leading 
from it should be located behind 
the valance or draperies so that it 
will be concealed, for appear- 
ance’s sake, whgn installation is 
completed. 

Reeves suggests that the con- 
tractor include a conveniently lo- 
cated wall switch when figuring 
the job. Then, if the prospective 

(Continued on page 60) 


Suggested Sales Presentation for Contractors 
To Use in Selling Valance Lighting 


“Mr. Prospect, Ill bet 
your family spends two to 
four hours out of each day 
looking at your television 
sereen. I know you will 
agree that this much seeing 
activity often tires your 
eyes. In the lighting busi- 
ness we know that long 
hours spent watching a tele- 
vision screen in a room that 
is not properly: lighted for 
viewing television gives the 
muscles of your eyes too big 
a job trying to adjust them- 
selves to a difficult lighting 


situation. Your eyes tire, 
you become restless, and 
you find that you are not 
getting as much pleasure 
from your television as you 
could if you did not have 
this eye-strain problem. 
That’s where proper room 
lighting is prescribed. 

“T would like to show you 
a way to add to your family’s 
enjoyment of television, Mr. 
Prospect, and at the same 
time add to the beauty of 
your living room... ” 
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APPLICATION 


How to seleet and install 
attie ventilating equipment 


@ THE SELECTION of the right fan, 
grille or shutter, and exhaust 
opening to fit a particular house 
was covered in the first article of 
this series, which appeared last 
month. The following informa- 
tion deals with installation types 
and methods for most common 
situations found in home con- 
struction. 

Package attic fans have the 
advantage of being self-contained 
units, with the fan, motor, and 
suction box all in one assembly. 
On some models, the ceiling shut- 
ter is also a part of the unit. On 
others, the ceiling shutter is sep- 
arate. These units require no 
suction box, ceiling grille, or oth- 
er extras. They occupy very lit- 
tle space, usually less than 40 
inches square, and require less 
than 18 inches vertical clearance 
which adapts them to the low at- 
tics found in modern homes. 


Part 2-Installation of attic fans 


by George Richmond 


Hunter Fan and Ventilating Co. 
Memphis, Tenn. 


Package fan units are most 
practical and economical for the 
following applications: 

(1) Story-and-a-half or Dutch 
Colonial type home where major 
portion of attic space is occupied 
by rooms. 

(2) All construction with very 
low pitched roofs having limited 
attic clearance. 

(3) All construction with flat 
roofs. 

(4) Ranch-type homes with 
rambling floor plans or apart- 
ments where multiple installa- 
tions are required. 

(5) Large recreation rooms, 
game rooms, and basement rooms 
where occasional ventilation is re- 


quired for smoke removal the 
year round. 

(6) Lodges, summer cottages, 
rumpus, or hobby rooms. 

(7) Winter ventilation for re- 
moval of cooking or other odors 
and to eliminate overheating caus- 
ed by sudden winter warmups. 

(8) Air-conditioned establish- 
ments where year-round removal 
of excessive smoke and foul air 
is essential. 

Typical methods of installing 
package attic fans are illustrated 
in the accompanying drawings. As 
package fan construction and di- 
mensions vary for different manu- 
facturers, the exact framing and 
installation must be based on rec- 
ommendations covering the make 
of fan to be installed. 

Fans selected for vertical dis- 
charge should be designed with 
bearing seals that will effectively 
eliminate oil leakage when fan 

















Package-type attic fans are available with built-in shutter 
as shown at the left, as well as with separate shutter illus- 
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trated at right. The exact framing for attic fan must be 
based on dimensions of a specific fan unit. 
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There are definite advantages in some instances in the stairwell type of 


installation. Construction 


_is mounted in a horizontal posi- 
‘tion to discharge vertically. 
’ Where low attic clearances or lim- 
‘ited attic space will not permit 
‘the use of the standard suction 
box, the vertical discharge in- 
_stallation is very effective. 

This type of installation is gen- 
erally used with an automatic 
ceiling shutter. This shutter will 
not provide sufficient protection 
‘against infiltration of cold air in 
colder climates—therefore, it is 
necessary to provide a trap door 
on top of the fan shipping case, 
used as sides and cover. This 
method is also necessary where 
wood or metal ceiling grilles are 
used. 

It is essential that some types 
of resilient material be installed 
between the fan shipping crate 
and the building structure. Do 
not nail or fasten the fan unit to 
any part of the building structure. 


Suction Box Installations 


In the suction box type of in- 
stallation, the fan crate forms a 
part of the suction box. The fan 
suction box (see drawing) is con- 
structed of insulating board with 
1” x 2” framing on the outside. 
The box is usually prefabricated 
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details for 


a typical job are shown here. 


and assembled on the job. If the 
attic is not floored, decking of 
shiplap or centermatch lumber is 
laid on joists to support the fan 
and suction box. 

Insulate the fan from the attic 
floor as well as from the suction 
box. Place the fan on insulating 
board, rubber or cork about one 
inch away from the open end of 
the suction box. Make connection 
of fan crate to suction box with 
canvas or oilcloth. Do not nail 
fan to floor or any part of build- 
ing. 





Suction box installations can be 
made with automatic ceiling shut- 
ter, or with ceiling grille and trap 
door. The accompanying drawing 
shows an automatic ceiling shut- 
ter installation, equipped with a 
fire link. A Fyrstat is shown 
mounted in the air stream to stop 
the motor when air temperatures 
rise to dangerous limits. 


Attic Stairwell Installations 


The attic stairwell installation 
saves valuable attic floor space 
since the stairway is partially en- 
closed to form the suction box. 
The attic door is left open during 
the operation of the fan, making a 
ceiling grille unnecessary. Self- 
closing doors are recommended 
with this installation to prevent 
heat or dust from entering the 
living space through the door 
opening. 

Where the attic stairway door 
opens into the central hall, results 
should be comparable to the ceil- 
ing grille installation. If the attic 
stair door opens into one of the 
rooms, it may be advisable to 


arbitrarily increase the fan capa- 


city to offset the unfavorable loca- 
tion of the point of air intake. 

The accompanying diagram 
shows the installation details of 
this type application. The bulk- 
head door may be constructed of 
wallboard, reinforced with light 
framing material. 

Flat-Roof Installations 

Some package units are adapt- 

able to modern homes with flat 


roof construction. The unit is 
mounted. horizontally at the roof 











RESILIENT 
{~ MATERIAL 

















One of the most popular types of attic fan installation makes use of a 
suction box mounted over an automatic shutter. 
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line. The fan is protected from 
the weather by a low, louvered 
cupola. The cupola is bolted to 
the curb, facilitating removal of 
the fan unit. A metal access door 
is provided in one side of the 
cupola to permit normal servicing. 

Attic fans can also be installed 
in gables, attic sidewalls, and 
basements where advisable be- 
cause of house construction. Such 
installations are more common in 
the North and East than in the 
South. Detailed information 
should be secured from the manu- 
facturer of the fan to be installed. 


Construction Details 
For Fan Installations 


Openings, whether louvres, 
porch grilles, soffit outlets, etc., 
should have removable covers of 
insulation board to cover them in 
winter. The grille opening or 
automatic shutter should have a 
similar cover. An alternative is 
to omit the covers and to insulate 
the attic floor with rock wool or 
other insulation. The latter solu- 
tion allows moisture vapor to be 
dissipated and is the best from an 
operating standpoint since the fan 
can be operated for a few minutes 
during winter to freshen up the 
air in the house. 

Attic fan installations using mo- 
tors 1/3 HP and above should be 
fed by a separate circuit from the 
main service entrance panel. The 
contractor should provide a,fused 
disconnect switch in the hall or 
other easily accessible location. 

The Underwriters Laboratory 
Inspection Service requires that 
an automatic means be provided 
for cutting off the fan and closing 
the ceiling opening in the event 
of fire. A fusible link, set to open 
at 135° F. is recommended for this 
purpose and is installed in the air 
stream, preferably on the suction 
side of the fan, so as to operate a 
cut-off switch in series with the 
fan. Where the installation in- 
cludes a flap or trap door, the fuse 
releases it and closes the ceiling 
opening. If automatic shutters 
are used, they close of their own 
accord when the fan stops. 

As an additional precaution, 
fan motors may be equipped with 
automatic thermal cut-outs which 
prevent overheating of the motor 
from any cause. 
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How Attic Fans Can Be Adapted to Modern Homes 
Of Widely Varying Types of Architecture 


Suction Box—Because many 
attics are not sealed, it is neces- 
sary to use an airtight suction 
box over a centrally located ceil- 
ing grille to assure the full effect 


ee 


of the fan in the living quarters 
below. The unit causes a slight 
plus pressyre in the attic area, 
forcing the ‘hot air out of the ex- 
haust openings. 





Low Pitched Roof—The small 
home with low pitched or hipped 
roof can be cooled with the pack- 
age unit. This fan is often in- 
stalled literally “under the 
eaves,” permitting successful op- 
eration in extremely close quar- 
ters. 





Vertical Discharge—Some units 
are built to operate in a horizon- 
tal position, discharging vertical- 
ly. 














Attic Stairway—This method of 
connecting the fan to a partly 
enclosed stairwell has a number 
of advantages. No ceiling grille 
is required since the attic door is 
opened when the fan is operating 





+ 


Dh 
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Flat Roof—An increasing num- 
ber of modern homes have flat 
roofs. Here again the package 
fan offers this type of home the 
advantages of night cooling. A 
low, metal louvered cupola is in- 
stalled on the roof over the fan 
unit, which is mounted at the 
roof line. 

Dutch Colonial—The _ story- 
and-a-half or Dutch Colonial 

















home are types that present dif- 
ficult installation problems due 
to the major portion of attic 
spaces being occupied by rooms. 

Basement — If the basement 
windows are large enough to 
provide ample exhaust for the 
fan, this location is sometimes 
preferred for the unit. If the 
stair well is enclosed the fan unit 
may be located under the stairs 
or on any convenient side. When 
located under the stairs, the 
risers are removed to permit the 
flow of air between the stair 
treads 





Gable Installation—When the 
attic is finished, making it air- 
tight, the fan is often installed 
behind a manual shutter or metal 
louver in the gable. The entire 
attic serves as a suction box or 
plenum to draw the air up the 
stairway, or through a ceiling 
grille if desired. 


a 


Attic Wall—In homes where the 
main portion of the attic space 
is finished for clothes drying 
space, recreation room, or future 
living quarters, the unit may be 
mounted in the partition wall, 
discharging into the unfinished 
attic space. The fan is installed 
in the shipping crate and very 
little material is required 





Shed Roof—Attic fan installa- 
tion is possible for nearly every 
type of home regardlress of con- 
struction. Here is shown the 
modern shed-type roof with a 
unit mounted on the flat portion 
of the roof behind modern fixed 
metal louvers 





MAINTENANCE 


This is the first of a series 


of articles on maintenance of 


industrial electrical 


equip- 


ment. Maintenance of motors 


will be concluded in a second 


article to appear next month. 


by W. R. Harris 
and 


W. W. McCullough 


/ 
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| Motor Maintenance 


@ ELECTRICAL EQUIPMENT in some 

‘industries must operate on a con- 
tinuous 24-hour-per-day schedule, 
under conditions which are far 
from favorable. Quite often the 
electrical equipment is subjected 
to excessive moisture, and must 
operate in an atmosphere laden 
with chemical dust and fumes 
which attack exposed and unpro- 
tected electrical parts. 

Maintenance of this electrical 
equipment presents an operating 
problem, the proper solution of 
which is of the utmost importance 
to the industry. An adequate and 
well-supervised maintenance pro- 
gram will go far toward improv- 
ing operating efficiency and in 
making existing equipment last 
longer. 

The ideal motor maintenance 
program aims at prevention of 
breakdowns rather than their re- 
pair. Maintenance involves com- 


Both of the authors are associated 
with Westinghouse Electric Corp. Mr. 
Harris is industry engineer of the 
Paper Mill Section; Mr. McCullough 
is supervisor of repair engineering in 
the Manufacturing and Repair Dept. 
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petent, periodic, and systematic 
inspection. A thorough survey of 
each motor installation should be 
made and a systematic inspection 
and maintenance schedule estab- 
lished and enforced. 

Records must be kept consist- 
ently on the schedule selected. 
Several excellent record systems 
have been developed and reduced 
to printed form, so that it is not 
necessary to go to the trouble and 
expense of devising individual 
systems. 


Prevention of breakdowns may 
be helped by a thorough analysis 
of the equipment involved. For 
example, if the difficulty is the 
frequent tripping of overload re- 
lays, it may be the installation of 
a different type of relay with 
thermoguards on the motor will 
enable the motor to carry the 
loads without danger. 


Maintenance Schedules 


It is impossible to give any hard 
and fast rules for frequency of in- 


This 


an a-c 


cutaway view of 
squirrel cage 
motor shows the stator 
coils, the squirrel cage 
rotor, bearings, 
overflow and 
filter plug. 


sleeve 
and oil 
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spection. The following sugges- 
tions are based on average con- 
ditions found in paper mills, for 
example. Other types of plants 
will have different requirements. 


Once a week check oil level in 
the bearings and see that the oil 
rings are moving freely. Check 
the temperature of the motor 
bearings and primary iron with 
the hand. Sniff the warm air 
coming from open motors. The 
fumes emanating from overheated 
insulation are unmistakable. 


Once a month check the brush 
holders, brushes, and shunts. Blow 
out the motor with compressed 
air. 


Once a year check air gap with 


feeler gauge. Check insulation 


The construction of a 
d-c motor is shown in 
this cutaway view, in- 
cluding field 
armature, 
coils, commutator, 
brush rigging, sleeve 
bearings, and oil over- 
flow and filter plug. 


coils, 
armature 


resistance with Megger. Check 
line voltage with voltmeter, and 
load with ammeter. Clean out 
and replace grease in ball and 
roller bearings. Check renewal 
parts stock in light of the past 
years’ experience. 

Every two years dismantle the 
motor. 
tight. 


loose 


See that all windings are 
Replace loose wedges and 
bands before dipping in 
varnish and baking. Inspect com- 
mutators and commutator connec- 
tions. Sleeve bearings require no 
flushing. At intervals of about 
2 years in average service, or dur- 
ing general overhaul periods, re- 
move the bracket and wash out 
the bearing housing. Use hot 
kerosene oil and compressed air if 
available. 
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A good way to keep a motor 
clean in an unusually dusty and 
dirty location is to use a suction 
hose to remove surface dust and 
dirt. An air line can also be used, 
but if it is, the pressure should 
not exceed 50 pounds, otherwise 
it may loosen binding tape and 
blow dirt under it while windings 
are being cleaned. Be sure air is 
free of moisture before directing 
at insulation. 

After cleaning the motor, the 
metal protecting hood or cover 
should be replaced as it aids in 
keeping dust and dirt off of and 
out of the motor. Care must be 
taken in using a cover of this sort 
to make sure it is either large 
enough to preclude overheating 
of the motor or well enough 
ventilated. 

In some locations periodic wip- 
ing down with a dry cloth will 
prevent dust and dirt from get- 
ting into the windings. Waste 
should not be used, as the lint 
will adhere to the insulation and 
collect dirt, moisture, and oil 


All motors depend upon a me- 
chanical assembly of some sort 
for the transformation of electri- 
cal energy into mechanical energy 
or work. The bearings are a very 
important link in this mechanical 
assembly. 

Bearing failures probably cause 
more shutdowns, delays, and ex- 
penses than any other cause. This 
is not surprising when it is re- 
membered that they are victims 

(Continued on page 58) 
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CODE DISCUSSION 


Wiring Design for Motor Circuits 


@ Tuis Is THE First of a series of articles on wiring 
design for motor circuits. The articles are based on 
information contained in “Electrical Code Diagrams 
—Book 4,” written and published by B. Z. Segall, 
2801 Joseph St., New Orleans, La. Further infor- 
mation about the complete series of Electrical Code 
Diagram Books may be obtained by writing directly 
to Mr. Segall. 


To obtain maximum benefit from the articles, the 
reader should first study the Code section under 
discussion. For convenience, the Code sections are 
reproduced with each related discussion. The read- 
er will find it helpful, however, to > a copy of the 
Code at hand in order to study other Code refer- 
ences, Tables, and Examples, that may be referred 
to in the articles. 


Size of Conductors 
For Motor Circuits 


4312. Individual Motor. Branch-circuit conductors 
supplying an individual motor shall have a carrying 
capacity not less than 125 per cent of the motor full- 
load current rating; provided, that conductors for 
motors used for short-time, intermittent, periodic, or 
varying duty, may have a carrying capacity not less 
than the percentage of the motor name-plate current 
rating as shown in the following table, unless the 
authority enforcing the code grants special permission 
for conductors of smaller size. 


Percentages of Name-Plate Current Rating 
15- 30 & 60- on- 

tinuous 

Rating 


Classification of 
Service 
Short-Time Duty 

Operating valves, raising 

or lowering rolls etc. ........ 110 120 150 
Intermittent Duty 

Freight and passenger ele- 

vators, tool heads, pumps, 

drawbridges, turntables, 

single-operator arc welders 

for manual welding etc..... 85 90" . 140 
Periodic Duty 

Rolls, ore and coal-hand- 

ling machines etc. 85 90 95 140 
Varying duty ....cc00-. , 110 120 150 200 

or lower at the discretion of the 
authorities enforcing the- regulations. 

The conductors between stationary motors, rated 
1 H. P. or less, and the separate terminal enclosures 

ermitted in paragraph 4439-b, may be smaller than 

o. 14 but not smaller than No. 18, provided they 
have current-carrying capacity as specified above. 

*This figure also applies for conductors which supply a motor- 
generator single-operator arc welder which has a 60 per cent duty 
eycle rating. 

Any motor is considered to be for continuous duty unless the 
mature of the apparatus which it drives is such that the motor 
will not operate continuously with load under any condition of use. 

The size of conductor calculated on the basis of 125 per cent 
of the motor full-load current for the more usual motor ratings 
is shown in Table 20S Chapter 10. 

For long runs, it‘may be necessary in order to avoid excessive 
voltage drop, to use conductors of sizes larger than the mininium 
sizes given in Table-20, Chapter 10. 


Minute 
Rating 


5-Minute Minute 
Rating Rating 


By B. Z. Segall 


Vice-Pres., Best Electric Co. 
New Orleans, La. 


The minimum size of conductor must have a cur- 
rent carrying capacity equal to 125% of the motor’s 
rated full load current. Thus for the motor shown 
in Figure 1, 1.25 X 37 = 33.75 amp. 

From Table 1—3 No. 8 Type R, RW, RU, or RH 
is the minimum size for 3 wires in conduit. 

From Table 2—3 No. 10 if branch circuit consists 
of 3 single conductors in free air. 

There are certain exceptions to this general rule: 
(a) In general, enforcing authority (local inspector) 
may permit smaller sizes. (b) Motors used for other 
than continuous duty may require considerably 
smaller or larger size conductors, depending on type 
of operation (duty) and time of each operation 
(rating). 

The motor for the welder shown in Figure 2, havy- 
ing a 5 minutes rating may be served by conductors, 
having a minimum size rated at 85% of the motor’s 
full load current thus 

85 X 27 = 22.95 amperes 

The minimum size of conductors from Table 1 is 

No. 10. The same motor having a continuous rating 





Minimum size - 125% of motor full load current 
\ 3 #8 Type R, RW, RU or RH 
in conduit -< 


Ya 10 HP, 36, 220 voit 


A i ad + 27 amp. F.L. current 

















Fig. 1. The minimum size of conductors supplying 

an individual motor must have a current carrying 

capacity equal to 125% of the motor’s rated full 
load current. 











Induction 
Motor 














Fig. 2. A typical exception to the general rule given 
in Fig. 1 is illustrated here. Motors for other than 
continuous duty may be served by conductors 
smaller than those called for in the general rule. 
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would require conductors having a minimum size 
of 140% or 
1.4 X 27 37.8 ampere 

The minimum size conductor is No. 8. 

The table in this Code section shows 4 types of 
operation which are defined under Duty in Article 
100, Definitions. The case selected comes under the 
second classification “Intermittent Duty.” By defini- 
tion, three types of operation are possible, 

1. Load then no load but machine running, 

2. Load then rest or machine shut down, 

3. Load, no load (machine running) then ma- 
chine shut down. 

As pointed out in 4304, motors have a time rating, 
which indicates the length of time required for the 
motor to reach its rated temperature when operating 
at full load and starting from a cold start. Thus 
a 40° C. (104° F.) motor operating in a room with 
an ambient temperature (average room tempera- 
ture) of 30° C. (86° F.) and having a 5 minute! 
rating would require 5 minutes full load operation 
to reach a temperature of 40° C. above the 30° C. 
ambient or an ultimate of 70° C. (158° F.). If such 
a motor is installed it is assumed no period of op- 
eration will exceed this 5 minutes and after each 
period of operation there will be a period of com- 
plete shut down or a period of no load, etc., as out- 
lined above. 

The branch circuit conductors feeding the motor 
will be heated by this full load current but will not 
under average conditions approach the same temp- 
erature as the motor due to the more rapid dissipa- 
tion of heat from the conductors. The branch cir- 
cuit conductors are not set up in a concentrated 
mass, nor are they wrapped around large heat re- 
taining masses such as the steel rotors and stators 
of motors. They are relatively large exposed areas 
offering good radiating surfaces for the dissipation 
of the conductor heat. 

So primarily under average conditions, these con- 
ductors will be heated to somewhat lower tempera- 
tures. Due to the cooling period offered by the 
intermittent operation, the over-all average temper- 
ature will be further lowered. In general, these 
temperatures will be well below the maximum op- 
erating temperature for the conductor. 

Under these operating conditions, and based on 
thermal conditions only, it is possible to decrease 
the size of the conductors. Thus for the 5 minute 
rating the conductors for the motor selected may 
be 3 No. 10 having a current capacity of 30 amperes. 
This, of course, happens to be 111% of the motor 
rating but is the minimum that can be used since 
No. 12 is rated for only 20 amperes maximum and 
the calculated value is shown to be approximately 
23 ampere, for 85% capacity. 

It is interesting to note the relative difference in 
heating between the No. 10 and the No. 8. An in- 
dication can be found in the I°R loss for both sizes. 
Thus No. 10 has an average resistance of 0.1 ohm 
per 100 feet and No. 8, 0.065 ohms per 100 feet. For 
the same current the ratio of I7R loss would be 

.100/.065 = 1.54 or about 54% 
greater for the No. 10. 
The above explains the reason for a conductor 
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Motor permanently 
installed (stationary) 


f 


erminal box 
Motor terminal wiring data t wing 
b ) 014 minimur 


Raceway must be connected to motor 
6'-0" (Maximum) 


—y— 


Wiring must be a) Armored cable or 


b) Armored cord or 
¢) Stranded leads in 
a) flexible conduit 3/8" min. sise 
b) rigid conduit 3/8" min. size 
«) EMT 
@) leads must not exceed #10 size. 























Fig. 3. Under certain circumstances the conductors 
from a motor to a separate terminal box may be less 
than No. 14 in size. The conditions under which 
this is acceptable are indicated in the diagram. 


size less than 125% of the motor rating. The table, 
however, shows that for certain operations and 
duties a conductor size must be used in excess of 
that required by the 125% rule. 

In many applications, an under sized motor may 
be used and operated at an overload for short peri- 
ods of time without overheating the motor. These 
cycles of operation, however, affect the heating of 
the conductors materially in that the cooling cycles, 
i.e., periods of non-operation or shut down, are very 
short and occur at less frequent intervals due to 
the longer operating periods. To overcome the 
possibility of overheating conductors the size is in- 
creased as much as 100% as shown by the 200% 
minimum required for a continuous rating, varying 
duty motor. 

Table 20, Columns 2 and 3, show conductor sizes 
based on the general 125% rule. The smaller sizes 
have to be determined from Tables 1 and 2. 

It is important to emphasize at this point the 
warning given in the fourth fine print note below 
the table, relative to voltage drop. Thus the 3 No. 10 
may be extended for approximately 150 feet for a 
total circuit drop of 3% (.03 * 220 6.6 volts) 
whereas 3 No. 8 may be run 225 feet for the same 
drop. 

It will be noted that Table 20 specifies No. 14 as 
the minimum size wire. However where the motor 
terminals are brought out and terminated in a 
separate enclosure as shown in Figure 3 above, the 
conductor size from the motor to the terminal box 
may be as small as No. 18. The general conditions 
for this are 

1. Motor terminal wiring must have current car- 
rying capacity equal to 125% of the motor full load 
rated current or if for a duty type of operation 
according to the capacities set up in the table in this 
section. 

Thus a 1 HP, single phase, 230 volt motor has a 
rating of 6.5 amperes (Table 22). 1.25 6.5 = 8.125 
amperes. Table 3 shows that a No. 16 Type SJO 
cord has a rating of 10 amperes and may be used 
for this application. 

2. Paragraph 4439b states the other applicable 
rules for this type of construction and they are in- 
dicated on the drawing shown as Figure 3. 
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Industry talks it over 


@ THE ELECTRICAL industry panel 
pictured above brought together 
the viewpoints of the various 
branches of the electrical industry 
lin the first “Industry Day” meet- 
fing sponsored by the Southeast- 
‘ern Electrical Wholesalers Assn. 
Judged by industry members in 
‘attendance as one of the most ef- 
fective meetings of its kind held 
‘in the Southeast, the wholesalers 
‘have decided to make it an annual 
‘affair. 

The panel discussion occupied 
‘the last session of a two-day meet- 
‘ing, held in the Atlanta Biltmore 
‘Hotel, January 25 and 26. The day 
‘was devoted entirely to business 
of the wholesalers’ association. 
The morning session of the second 
day featured addresses by Harllee 
Branch, Jr., newly elected presi- 
dent of Georgia Power Company; 
-H. R. Howard, manager of sales, 
Electrical Division of Republic 
‘Steel Corp.; Ralph K. Robinson, 
president, Robinson Electric Co., 
Charlotte, N. C.; and Merrill C. 
Lofton, regional director, U. S. 
Dept. of Commerce. 

Representing the manufactur- 
ers’ viewpoint in the panel discus- 
sion were Walter J. Barnes and 
Morris Landers. The wholesalers’ 
viewpoint was presented by J. B. 
Carson and J. W. Harwell, while 
the electrical contractors were 
represented by D. B. Clayton and 
James G. Ness. John Sammons 
Bell served as moderator. (The 
panel members are shown in the 
photo in this order from left to 
right.) 
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While the panel discussion, sup- 
plemented by discussion from the 
floor, did not lead to definite con- 
clusions, or specific action, it led 
to a better understanding of the 
mutual problems of the various 
branches of the electrical indus- 
try. 

Election of officers for 1951 
lead to the election of J. J. Perry, 
vice-president, Electric Supply 
Co., Atlanta, as president suc- 
ceeding R. S. McDonald, McDon- 
ald Electric Co., Miami. J. B. Car- 
son, president of Kingsport Elec- 
tric Co., Kingsport, Tenn., was 
elected vice-president of the asso- 
ciation, and M. L. Tice was re- 
elected secretary-manager. 

The Board of Governors of 
SEWA for 1951 include the fol- 
lowing: 


For Alabama—Cecil J. Ma- 
thews, Mathews Electric Supply 
Co., Birmingham. 

For Florida—Russell S. Hughes, 
Hughes Supply Co., Inc., Orlando. 

For Georgia—J. Passailague, P 
& W Electric Supply Co., Colum- 
bus. 

For North-Carolina—T. A. Wil- 
kinson, Jr., Union Supply and 
Electric Co., Charlotte. 

For South Carolina—W. Harold’ 
Butt, Butt’s Electric Supply Co., 
Charleston. 

For Tennessee—Paul Ramsey, 
Ramsey Electric Supply Co., 
Chattanooga. 

Governor at large—M. O. Hol- 
lis, Raybro Electric Supplies, Inc., 
Tampa, Fla. 

One of the highlights of the 

(Continued on page 56) 


J. J. Perry, center, vice-president of the Electric Supply Co., of Atlanta, 
succeeds R. S. McDonald, of Miami, as president of the Southeastern Elec- 
trical Wholesalers Assn. Newly elected vice-president of the association is 
J. B. Carson, left, president of Kingsport Electric Co., Kingsport, Tenn. 
At right is M. L. Tice, who continues as secretary-manager of the group. 
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Volume increased 20% 


through fixture sales 


@ IF THE CONTRACTOR can sell the 
lighting fixtures to each of his 
house wiring jobs, he can add 
nearly 20 per cent to the gross. 
It amounts to adding almost one- 
fifth to the size of every new 
house-wiring contract. 

That’s how it figures out for 
Earl Pursley, who owns the Ot- 
tawa Electric Co., Miami, Okla., 
and it is an important factor in 
his annual volume, since he sells 
fixtures for more than 90 per cent 
of his house-wiring jobs. 

Mr. Pursley has long been an 
advocate of selling building con- 
tractors and home owners on ade- 
quate wiring, and has promoted 
ures that active selling of both 
it in his wiring contracts. He fig- 
lighting fixtures and adequate 
wiring adds 25 per cent to the 
regular wiring contract—certain- 
ly worth the small extra effort 
needed. 

One of the requirements in sell- 
ing lighting fixtures along with a 
wiring contract, according to the 
experiences of Mr. Pursley, is to 
get the lighting fixture deal com- 
pleted early. Since there is a 
tendency to avoid the use of ceil- 
ing fixtures to save money, and 
since some small-home buyers are 
told that no one uses ceiling fix- 
tures any more, in order to be 
able to offer a home for a little 
less, the wiring contractor needs 
to get on the job early. 

If the contract is for a private 
owner, Pursley has found that it 
is good to discuss and complete 
the details on the lighting fixtures 
early—at the time the roughing- 
in process is ready to start. 

The next step is to get the own- 
er to select the fixtures and get 
the fixtures on the job. If this 
is done, there will not likely be a 
cancellation, Pursley said. Other- 


wise, if the selection and actual 
purchase of the lighting fixtures 
is left to the last, and the owner 
finds that the cash, whether bor- 
rowed or his owh, is dribbling out, 
which almost always happens, the 
first thing eliminated in a small 
home often is the lighting fix- 
tures. 


Sale Strategy 


The owner either plasters up 
the ceiling boxes or decides that 
he will buy fixtures later which 
may mean never. But if the con- 
tractor has done something about 
the lighting fixtures, such as to 
notify the customer they are on 
hand, and ready to install, the 
customer will hardly ever cancel 
even if he can. 

The average contractor is likely 
to minimize the importance to the 
home owner of getting positive ac- 
tion on each phase, according to 
Pursley. 

“When a man is building a new 
home,” Mr. Pursley said, “almost 
all of his interests are in that 
project and he wants action. This 
is the time to sew up the lighting 
fixture deal. Then once he has 
decided, the contractor needs to 
see that he and his wife make the 
proper selections early in the 
building of the home—not after 
the plaster is on. One way to do 
this is to keep them thinking 
about their interior color schemes 
and lighting fixtures at the same 
time so that they will not delay 
selection of fixtures after the 
paint or wallpaper has been de- 
cided upon.” 

The contractor who waits until 
the last to sell the lighting fix- 
tures, even though he has been 
given verbal approval of the or- 
der, runs the hazard of losing the 
sale of fixtures to some other con- 
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PROMOTION 


Earl Pursley, left, owner of the 
Ottawa Electric Co., Miami, 
Okla., discusses proposed light- 
ing fixture installations with a 
housing contractor. 


cern, because the owners are gen- 
erally out looking at things they 
would like to have in their new 
home. They may find something 
they like better than what the 
contractor has shown them. 

“Of course this doesn’t mean 
that you can’t let a customer 
change his mind and make a new 
selection,” Pursley said, “but it 
does mean that the customer is 
less likely to be in the frame of 
mind that will suggest a change 
if the contractor has consistently 
followed up his sale with action 
and a decision has been made.” 

Many of the lighting fixture 
sales made by Mr. Pursley are 
verbal orders rather than formal- 
ly drawn contracts. But here he 

(Continued on page 56) 
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Adequate Wiring -- 
Progress and Prospects 


@ THIs MAy BE the biggest year 
in the history of the Adequate 
Wiring Program. The prediction 
was made by A. H. Jones, chair- 
man of the National Adequate 
Wiring Bureau’s Plan Committee, 
following the 7th Annual Ade- 
quate Wiring Conference in Cin- 
cinnati, on Feb. 15 and 16. He 
based his opinion on the attend- 
ance and prevailing atmosphere 
at the meeting. The attendance 
totaled 171 key industry figures. 


Materials Situation 


A sobering note in the current 
concern over materials shortages 
was sounded by Conference 
Chairman Jones, general sales 
manager of the Madison Electric 
Co., in Detroit. He urged the in- 
dustry to look behind the head- 
lines and to resist the hysteria 
they engender. Our situation is 
in no way comparable to that dur- 
‘ing World War II, he emphasized. 
_ “We are not presently engaged 
‘in building up a military force of 
World War II proportions. At the 
peak of that effort, we had some 
12,364,000 men under arms. Our 
‘present target is a force of ap- 
proximately 3,500,000 men—about 
one quarter of that strength... . 
“In the field of raw materials need- 
ed for re-armament, there are 
-many differences from our World 
' War II experiences,” he pointed 
out. 

“We are engaged in equipping 
a force only one-quarter the size 
of that earlier effort. Added to 
that is the job of erecting the 
plant capacity for rapidly expand- 
ing that initial stock of military 
equipment to an all-out mobiliza- 
tion of World War II size or 
greater. Raw materials are to be 
stockpiled for future use. This 
means a temporary reduction in 
the available materials for civilian 
use,” he emphasized. 

“To do this job we have avail- 
able a much better industrial 
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plant than before. Thus, at the 
same time that the volume of war 
material required is lower, the 
plant available to produce it is 
larger. Together, these promise 
us eventual relief from the cur- 
rent materials situation.” 

Another factor contributing to 
the materials shortage is the un- 
precedented production in 1950. 
We have just completed the big- 
gest year yet in the construction 
industry, he pointed out. 

“It is practically impossible to 
assess, at the moment, how much 
jof the current shortages may be 
attributed to that, and how much 
is due to withdrawal of raw mate- 
rials needed to manufacture re- 
placement stocks. I could point 
to several non-electrical items 
used in construction whose de- 
mand far outstripped available 
supplies before the first limitation 
order was issued from Washing- 
ton.” 

Jones concluded by stating that 
we shall be plagued by shortages 
of one kind or another. “But the 
shortages won’t be permanent and 
we can hope that they will grad- 
ually be eased as our mobilization 
program begins to reach its goal. 
This may be sooner than we 
think.” 


Cincinnati Experience 


Following Jones’ opening re- 
marks, the meeting was turned 
over to E. P. Zachman, president 
of the Cincinnati Electrical Asso- 
ciation and vice-president of the 
Harry Knodel Distributing Co. 
He presided over the morning ses- 
sion which was devoted to a study 
of the Cincinnati Adequate Wir- 
ing Program. 

The sales techniques of the Cin- 
cinnati wiring activity were dra- 
matized by means of a humorous 
skit, “The Jerktwitter Dilemma.” 
Personnel of the Cincinnati Gas 
and Electric Co. showed how they 
contact individual home planners 


as well as speculative builders. 
Their methods of selling adequate 
wiring to both groups were dem- 
onstrated. 

Following the skit A. J. Rutter- 
er, supervisor of the utility’s 
lighting division, summarized the 
company’s 1950 accomplishments. 
These included the addition of 2,- 
229 lighting outlets, 3,312 conven- 
ience outlets, 1,890 switches, 939 
circuits and 5,909 kilowatts. The 
estimated additional 1950 revenue 
to the light and power company 
from AW promotion totaled $46,- 
000. The gains were made on 
plans submitted for layout. 


AW Program Benefits 


The Dayton Power and Light 
Co. supports the adequate wiring 
program for a variety of reasons, 
declared L. M. Holmes, commer- 
cial manager of the utility. Chief 
among ,these is the customer, 
whose interests are best served 
through proper voltage at the out- 
let. Architects and builders also 
benefit through the free plan 
service of the Dayton Adequate 
Wiring Bureau. Electrical con- 
tractors and retailers gain 
through increased customer satis- 
faction and greater profits. And 
lastly, he said, the utility gains 
through better customer and in- 
dustry relations plus increased 
kilowatthour consumption. 

Several prominent personalities 
in the Dayton AW Program op- 
eration took the platform to 
testify to the program’s value. 
They included C. B. Kuntz, chief 
electrical inspector for Dayton, 
who said that it doesn’t take the 
inspector long to “appreciate and 
praise the Adequate Wiring sign 
for here he knows he will find an 
adequate size service, sufficient 
circuits and outlets to meet the 
National Electrical Code.” For 
these reasons, Kuntz is extremely 
active in the local program. He 

(Continued on page 54) 
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INDUSTRY NEWS 


Timely items relating to contractors, light 


and power companies, electrical wholesalers, 


electrical manufacturers and 


Two New Controls 


Affect Building 


@ Two BUILDING controls aimed 
at combating inflation and saving 
materials for defense became ef- 
fective February 15. 

One requires federal licensing 
for new commercial construction. 
The other requires a 50 per cent 
cash down payment on a vast 
range of nonresidential construc- 
tion. 

The licensing system replaces a 
general ban that has been in ef- 
fect on most such building since 
January 13. 

The credit-tightening order ap- 
plies to stores, offices, hotels, 
banks, warehouses, garages, serv- 
ice stations, restaurants, theaters, 
clubs, and “other new structures 
used for nonresidential purposes.” 

Under the construction licens- 
ing program, new projects will be 
authorized only if the National 
Production Authority finds that 
they (a) further the defense ef- 
fort, (b) are essential to public 
health, welfare, or safety, or (c) 
will alleviate or prevent a hard- 
ship to a particular community. 


Southern NECA 
Officers Elected 


@ OFFICERS IN TWO southern 
chapters of the National Electrical 
Contractors Association have 
been elected recently. Re-elected 
to head the Memphis chapter is 
Vernon Goedecke. George W. 
Dichtel has been elected treasur- 
er, and George Sugg, vice-presi- 
dent. New directors include the 
officers and Thomas A. Fail, John 
Egle, W. L. McBride, and A. C. 
Gross. 

S. R. Wood, of Camden, Ark., 
has been elected president of the 


their agents. 


Arkansas chapter of NECA. He 
succeeds Ellis Fagan of Little 
Rock. Other new officers include 
vice-president, Ollie Rains, Hot 
Springs, and secretary-treasurer, 
A. L. Goss, Little Rock. 


Mobile Mitchell 
Ad Displayed 


@ AN OUTSTANDING example of 
co-operation of a distributor with 
a manufacturer is illustrated by 
Paul Miller, president of the St. 
Anthony Corp., Clearwater, Fla., 
and the Mitchell Manufacturing 
Company of Chicago. 

Miller, the exclusive Mitchell 
distributor for Florida’s west 
coast, is using his company’s 
Plymouth panel truck as an eye- 
catching mobile Mitchell adver- 
tisement. He had a famous Flo- 
rida artist paint reproductions of 
Mitchell ads on either side of the 
truck. Boldly painted on the rear 
of the truck is, “Mark Twain Was 
Wrong . . . You Can Do Some- 


thing About the Weather.” Pic- 
tured in the ad is the Mitchell 
room air conditioner, Model M- 
1001 1 h.p. 

The truck is the first of a fleet 
to be decorated in the same way, 
which will be used in installation 
and servicing as well as delivery. 


Complete Code 
Revision Available 


@ THE FIRST COMPLETE revision of 
the National Electrical Code in 
three years was announced re- 
cently by the National Fire Pro- 
tection Association, sponsor of the 
Code for the past 40 years. 

The 1951 edition contains many 
important changes throughout its 
415 pages, and includes one en- 
tirely new article on “Induction 
and Dielectric Heat Generating 
Equipment.” Since the Code is 
used as a basis for safe electrical 
wiring and installations in most 
of the 48 states, it is vitally im- 
portant that copies of the new edi- 
tion be widely disseminated. 

The Association announces the 
immediate availability of its desk 
reference volume from its Publi- 
cation Services Department, 60 
Batterymarch St., Boston 10, 
Mass. Issued as National Fire 
Codes, Volume V, this edition in- 
cludes, besides the basic Code, a 
100-page compilation of extracts 
of the electrical provisions of 
more than 50 other NFPA stand- 
ards useful in connection with the 
application of the Code. This edi- 
tion sells for $3.00 a copy, with 
discounts for bulk orders over 25. 

A pocket edition of the 1951 
Code is also available from the 


The height of distributor-manufacturer co-operation is iHustrated in this 
panel truck, owned by St. Anthony Corp., Mitchell distributors in west 
coast Florida, and decorated with reproductions of Mitchell ads. 
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NFPA for $1.00 a copy. Discounts 
will also be granted on this edi- 
tion for more than 25 copies on a 
single order. This edition, espe- 
cially useful to electrical field 
men and inspectors, will not con- 
tain the excerpts from other 
NFPA standards but otherwise is 
identical to the desk reference 


be 0k. 


Texas Groups 


Elect Officers 


@ New orricers of both the state 
and local organizations of the 
Texas Electrical Association were 
chosen at a dinner meeting held 
recently in Houston. 
E. T. Horridge, electrical engi- 
neer, Shell Oil Co., was elected 
to succeed Rayburn M. Hamilton, 
consulting electrical engineer, as 
state president. E. F. Kueck, sales 
director, Square D Co., was chos- 
en Houston chapter president to 
Hsucceed Warren Williamson, Ten- 
snessee Gas Transmission Co. 
? Other state officers elected in- 
icluded Parker M. Fitzhugh and 
tA. V. Lamb, vice-presidents; T. J. 
Thornhill, Jr., secretary-treasur- 
fer; and six directors, E. F. Kueck, 
1 W. T. Pascoe, W. M. Taliaferro, 
J. S. Copeland, W. M. McRaven, 
yand David Craton. 
' Other Houston chapter officers 
sare W. M. McRaven, vice-chair- 
#man; Joe Mevis, secretary-treas- 
Furer; John Trilsch, S. R. Wilkin- 
) son, and D. O. Kirkland, directors. 


Motor Service Men to 
Meet in San Antonio 


| @ THe SoutrHwestern Chapter of 

ithe National Industrial Service 
Association met at the Plaza Ho- 

' tel, San Antonio, Texas, recently 

* to complete plans for the national 
convention. 

The Plaza Hotel will be the 
site of the convention, to be held 
April 15-18, 1951. It is expected 
that several hundred electric mo- 
tor repair shops will be repre- 
sented there. This annual con- 
vention draws members from all 
parts of the country. 

The convention technical pro- 
gram is based on the theme, “Buy 
and Sell, Produce and Profit.” 
A popular feature of the pro- 
gram, the round table discussions 
and forums, will be continued on 
two afternoons. A broad variety 
of exhibits will be on display. 

The entertainment program 
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METERMEN 


commitieemen of the Southeastern 


Orlando, Fla., to formulate plans for:the 26th 


conference, 


Conference. University 


will be broadered by the Fiesta 
de San Ja which San 
Antonio is justly renowned 
Those in attendance will help to 
welcome King Antonio as he 
leads his royal fleet through the 
heart of the city. 

The banquet speaker 
Fred Smith, vice-p 
dustrial relations, The William 
Powell Co., Cincinnati 

Committee chairmen who have 
been named are: Registration 
J. S. T. McDowell, Longview; 
Publicity—Leo Glynn. Houston 
Information—A. H. Barrere, Jr., 
Lake Charles, La.; Entertainment 
—Gus Lieber, Shreveport, La.: 
Reception—Paul Loyd, San An- 
tonio; Transportation J. E 
Hardy, Dallas; Program John 
Young, Lubbock; Ladies Enter- 
tainment — Mrs. John Loyd, San 
Antonio. G. E. Jones, of Amaril- 
lo, has been named general chair- 
man, with Frank Foshee, of Fort 
Worth, and Clark Phippen, of 
Beaumont, as vice-chairmen. 


cinto, for 


will be 
sident of in- 


ESA Issues Orders 
Freezing Wages 


@ AN ORDER issued by the Econo- 
mic Stabilization Agency in the 
last week of January freezes 
wages, salaries, and other com- 
pensation. Under the terms of 


PLAN FLORIDA CONFERENCE — 


Officers and executive 
Association met recently in 
Annual Short Course Meter 


Metermen 


of Florida at Gainesville will be the site of the 
which will 


be held Apr‘! 16-20. 


the orde employer 
shall pay and no 
employs e rece > \ Fes, 
salaries. and : yn 
at a rate ex of the rate at 
which s Vi m- 
pensated 1951, 
without thori- 
zation I >» Wage ptal 
Board. New iH} 
be con higher 
than th 1 ¢ January 
25, 1951 he jobs for which 
they are 
The wage fre orde 

vides that ‘“‘n ng in this regu- 
lation I 


ition 


not 


» pro- 
istrued to re- 


quire the D on o es, 


salaries compensation 
for any job at a rate less than that 
paid during iod from May 
24, 1950, t 24, 1950, in- 
clusive.” In addition, it provides 
that petitions 
any salaries, 
and other compensation affected 
by this regulation shall be filed 
with Wage Stabilization Board. 

Interpretation of the new wage 
freeze order indicates that many 
persons will be able to get pay 
raises. Some salary or wage in- 
creases can be granted without 
approval of the Wage Stabiliza- 
tion Board, while others can be 
obtained by petition to the Wage 
Stabilization Board. 


the pe 
o June 


for the approval of 


increase In wages 
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@® KLAMPSWITCHFUZ TYPE 


A safety-type switchboard incorporating the 
latest features and design . . . an extremely 
compact unit with almost unlimited electrical 
capacity ... greater operating efficiency with 
less maintenance—safer operations with dead 
front safety type enclosures and safer, more 
efficient switching with @ Klampswitchfuz or 
Snufarc (hinged, pull-out type) switches. Ex- 
cellent for disconnect service on lighting and 
power Circuits. 


Capacities: KLAMPSWITCHFUZ 30 to 600 amps. 250 
volts AC or DC and @ SNUFARC: 30 to 200 amps. 
600 volts in 2, 3 and 4 poles. 


@ SHUTLBRAK TYPE 


A type similar to the Klampswitchfuz, 
designed for frequent operation of switches. 
Totally enclosed, this switchboard features 
the @ Shutlbrak switch . . . a front-operated, 
horsepower-rated industrial switch with quick 
make and break operations and interlocking 
fuse doors that permit access to fuse com- 
partment only when switch is “Off.” 


Capacities: 30 to 1200 amps. 250 volts, AC or DC 
and 600 volts AC in 2, 3 and 4 poles. 


Tailored for 


EFFICIENCY! 


When it comes to dependable, economical 
and efficient light and power distribution, 
Standardized (@ Switchboards are your answer. 


The flexible plan introduced by €@ of assem- 
bling complete sections and units into stand- 
ardized enclosures, not only provides all the 
advantages of a “Tailor-Made” switchboard, 
but affords substantial savings in cost. 


Standardized Switchboards are factory as- 
sembled and shipped ready for connection of 
main and branch circuit cables. Units can be 
arranged singly or grouped, because all sec- 
tions readily fit together. Removable end walls 
permit the addition of sections to either side. 
The number and capacity of switches are sup- 
plied according to your specifications. 


Want to know more about these safe, efficient, 
long-lasting, trouble-free Switchboards? Just 
see your nearest (@ representative, listed in 
Sweet's, or write to... 


vrank eldam Glectric Co. 


ST. LOUIS 13, MISSOURI 


Makher4 of BUSDUCT + PANELBOARDS + SWITCHBOARDS « SERVICE 
EQUIPMENT + SAFETY SWITCHES * LOAD CENTERS +» QUIKHETER 


Our 60th Year 
ELECTRICAL SOUTH for MARCH, 1951 





It appears that raises are legal 
if given for merit or length of 
service. Also, higher salaries and 
wages can be paid to employees 
when they are promoted to posi- 
tions for which higher salaries 
have been paid. 

If an employer has a promotion 
system or a salary increase sys- 
tem, based on merit and length of 
service, that was in effect prior to 
January 25, he may continue op- 
_ eration under this system without 
obtaining prior approval for such 
raises. To give raises legally un- 
der this system, the employer 
must be able to show that the plan 
was actually in effect on January 
25 in the form of a contract with 
a union, or other written state- 
ment of policy. 

Even where such a definite plan 
was not in existence on January 
25, employers may give raises for 
merit or length of service, but 
_ these must follow certain condi- 
tions. For example, the employee 

ceiving such an increase must 

ot have received a raise for merit 
r length of service during the 
revious 12 months, and any such 
ises granted must be on the 
me basis as those granted last 
_ Also, a promoted worker 
ust be given the rate of pay cus- 
marily paid for the position to 
which he is promoted. 
' Increases in salaries or wages 
@an also come about through 


_ 


ESA Southern 


Offices Announced 


@ REGIONAL AND district offices 
of the Economic Stabilization 
Agency, as listed in the Federal 
Register of February 2, are as fol- 

Ws: 

Region IV (Maryland, North 
Carolina, Virginia, West Virginia, 
District of Columbia). Office: 
Richmond, Va., 900 No. Lombardy 
St. 

District offices: Charleston, W. 
Va., 601 Virginia St., E.; Char- 
lotte, N. C., 500 W. Trade St., 
Baltimore, Md., 103 So. Gay St.; 
District of Columbia, 310 Sixth 
St., N. W. 

Region V (Alabama, Florida, 
Georgia, Mississippi, South Caro- 
lina, Tennessee). Office: Atlanta, 
Ga., 114 Marietta St., N. W. 

District offices: Columbia, S. 
C., 1313 Main St.; Memphis, 
Tenn., Marx & Bensdorf Building; 
Jackson, Miss., 407 W. Capitol St.; 
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overtime pay, special nightshift 
premiums, and incentive pay 
plans. However, these are possi- 
ble only where such practice was 
in effect on January 25. 

Employers are required to keep 
records of each wage or sdlary ad- 
justment in readily accessible 
form for inspection by the Wage 
Stabilization Board. 

Wherever an employer is in 
doubt about a wage problem, he 
may obtain information from an 
office of the Wage-Hour Division 
of the Labor Department. This 
agency has 10 regional offices and 
50 field offices which will answer 
questions for the Wage Stabiliza- 
tion Board. 


Kentucky [AEI Group 
Elects Nelson Head 


@ Mivwest REGIONAL Sales Man- 


jager Earl M. Nelson of National 


Electric Products Corp., Pitts- 
burgh, Pa., has been elected presi- 
dent. of the Kentucky chapter of 
the International Association of 
Electrical Inspectors. He is the 
first non-Kentuckian in the 23- 
year history of the chapter to be 
chosen as its president. Mr. Nel- 
son, who has his headquarters in 
Chicago, has been a member since 
the chapter’s inception. 

The electrical inspectors, who 
check the safety of wiring in- 


Birmingham, Ala., 1814 Second 
Ave.; Jacksonville, Fla., 221 W. 
Adams St. 

Region VI (Kentucky, Michi- 
gan, Ohio). Office: Cleveland, 
Ohio, 1901 E. 13th St. 

District offices: Cincinnati, 
Ohio, 37-41 W. 7th St.; Detroit, 
Mich., Book Tower; Louisville, 
Ky., 307 So. 5th Ave. 

Region IX (Iowa, Kansas, Mis- 
souri, Nebraska). Office: Kansas 
City, Mo., 112 Ninth St. 

District offices: St. Louis, Mo., 
314 No. Broadway; Omaha, Nebr., 
1516 Harney St.; Des Moines, 
Iowa, 418 Seventh St.; Wichita, 
Kans., 3234 E. Douglas St. 

Region X (Louisiana, Okla- 
homa, Arkansas, Texas). Office: 
Dallas, Tex., 3306 Main St. 

District offices: Little Rock, 
Ark., 555 Building; Houston, Tex., 
510 LaBane St.; New Orleans, 
La., Standard Oil Building; Okla- 
homa City, Okla., 322 No. Robin- 
son St. 


Earl M. Nelson 


stallations for city and state gov- 
ernments, and for building con- 
tractors and other private firms, 
are joined in the Kentucky chap- 
ter by electrical contractors and 
manufacturers’ representatives, 
including several from outside 
Kentucky, who do business in the 
state. 


A-W Bureau 


Licenses Portsmouth 


@ THe Nationat Adequate Wir- 
ing Bureau has issued a license 
to certify home wiring systems to 
the Electrical League of Ports- 
mouth. That group will operate 
the certification plan of adequate 
wiring in the city of Portsmouth 
and in certain portions of Norfolk 
and Nansemond counties, Va. 


Westinghouse to Open 
Carolina Plastics Plant 


@ THE Westinghouse Electric 
Corporation will open a plant for 
the manufacture of Micarta at 
Hampton, S. C.—the first divi- 
sional manufacturing plant to be 
established by the company in the 
Southeastern United States—it 
was announced recently by O. O. 
Rae, Westinghouse Southeastern 
District manager. 

Scheduled to begin operation 
early in 1951, the new plant will 
manufacture primarily decorative 
materials for homes, offices, and 
stores. The laminated plastic is 
also used for bearings, propeller 
shafts, helmet liners, and other 
applications. The parent Micarta 
manufacturing division is located 
at Trafford, Pa. 

The building housing the new 
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(DDasTEEL 


on itty years of steel making 
IN and FOR the SOUTH 


March 5, 1951, marks the Golden Anniversary of 
Atlantic Steel Company. 

From a small mill rolling hoop for rosin bar- 
rels and ties for cotton bales, employing only a 
handful of men, Atlantic Steel Company has 
grown into a full-fledged steel mill producing 
65 different products in thousands of sizes, and 
employing more than 2,000 men. 

Today the name DixisTEEL is known through- 
out the South and from California to New 
England. 


Founded by a small group of business men 


who had faith in the future and a desire to help 
build the South they loved, Atlantic Steel Com- 
pany stands today a tribute to their vision. 

Through all these years—through three major 
depressions and two World Wars—Atlantic Steel 
Company has been guided by firm business poli- 
cies that have stood the test of time. 

5 5 7 7 

We enter our second half-century with the 
greatest expansion program in our entire history 

the best evidence of our continued faith in the 
future and the South. 


ATLANTIC STEEL COMPANY 


ATLANTA, GEORGIA 
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plant was leased from the Ply- 
woods - Plastic Corporation. It 
contains 40,000 feet of floor space 
and is equipped with various 
types of plastics-processing ma- 
chinery. 


Roberts Heads 
Allis-Chalmers 


@ Witiiam A. Roserts, execu- 
tive vice-president in charge of 
the tractor division for Allis-Chal- 
mers Manufacturing Company 
since 1947, was elected president 
of Allis-Chalmers recently in a 
special meeting of the board of di- 
rectors. 

Mr. Roberts succeeds the late 
Walter Geist, who served as presi- 
dent from May, 1942, until his 
death on January 29. Mr. Geist 
died of a heart ailment at the age 
of 56. 

The board also made other or- 
ganization changes. 

W.C. Johnson, formerly execu- 

e vice-president in charge of 

general machinery division, 

s named executive vice-presi- 

t for the entire company. 

. L. Singleton, formerly vice- 
sident and ‘director of sales, 
eral machinery division, was 
ned vice-president in charge of 
general machinery division. 
red Mackey, formerly general 
rks manager, general machi- 
y division, was named vice- 
sident in charge of manufac- 
ing, general machinery divi- 


Reynolds to Build 
Texas Plant 


@ Richarp S. Reynowps, Jr., 
president of Reynolds Metals 
Company of Richmond, Va., re- 
céntly announced that his com- 
pany will build an 80-million-dol- 
lar aluminum reduction plant in 
the Corpus Christi, Texas, area 
which will have the capacity to 
produce 150,000,000 pounds of 
aluminum pig annually. It will 
be located in San Patricio Coun- 
ty near Gregory. 

Work on construction of the 
plant will be started in a few 
weeks, and it is expected that it 
will be in operation by the last of 
the year. 


@ Tue Melitio Electrical Supply 
Co., Dallas, Texas, has completed 
its new 10,000-square-foot build- 
ing as an addition to its proper- 
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ties. The building, fifth in a unit- 
ized group, gives the company a 
total of 50,000 square feet of floor 
space for its offices, shops, stor- 
age area, and display rooms. 


Representative 


Moves Offices 


@ THE MAIN OFFICE and ware- 
house of Jules J. Dreyfuss’ Sons, 
electrical factory representatives, 
is now at 324 Peters St., S. W., 
Atlanta 3, Ga., and the Miami of- 
fice of the company has been 
moved to 1820 N. W. Ist Ave., 
Miami 36, Fla. 

New phone number of the At- 
lanta office is MAin 6886, and of 
the Miami office, 2-6736. 

The Miami office will remain 
under the management of Jules J. 


} 
t 


DATES AHEAD 


Illuminating Engineering Society, 
Southwestern Regional Conference, 
Driscoll Hotel, Corpus Christi, Texas, 
March 4-6, 1951. 

National Electrical Manufacturers 
Association, Edgewater Beach Hotel. 
Chicago, HL, March 12-15, 1951. 

Protective Relay Engineers, Fourth 
Annual Conference, Dept. of Electrical 
Engineering, A. & M. College of 
Texas, College Station, Texas, March 
26-28, 1951. (For further informa- 
tion, write L. M. Haupt, chairman.) 

Oklahoma _ Utilities Association, 
Annual Convention, Mayo Hotel, 
Tulsa, Okla., March 29-30, 1951. 

Southeastern Electric Exchange, 
Engineering and Operations Section, 
Vinoy Park Hotel, St. 
Fla... March 29-30, 1951. 

Edison Electric Institute, 17th An- 
nual Sales Conference, Edgewater 
Beach Hotel, Chicago, HL, April 2-5, 
1951. 

"Missouri Valley Electric 
tion, Engineering Conference, Presi- 
dent Hotel, Kansas City, Mo., April 
1-6, 1951. 

Illuminating Engineering Society, 
Southern Regional Conference, Atlan- 
tis Hotel, Miami Beach, Fla., April 
9-10, 1951. 

Southeastern Electr'e Exchange, 
Annual Conference, Boea Raton Club, 
Boea Raton, Fla., April 11-13, 1951. 

American’ Institute of Electrical 
Engineers, Southern District Meeting. 
McFadden-Deauville Hotel, Miami 
Beach, Fla., April 11-13, 1951. 

National Industrial Asso- 
ciation, Annual Convention, San 
Antonio, Texas, April 15-18, 1951. 

“International Assn. of Electrical 
Inspectors, South Carolina Chapter. 
Hotel Columbia, Columbia, S. C., 
April 19-20, 1951. 


Southwestern 


Petersburg, 


Associa- 


Service 


Radio 


Institute of 


Main office and warehouse of 

Jules J. Dreyfuss’ Sons, electrical 

factory representatives, is now lo- 

cated at 324 Peters St., S. W., At- 

lanta, with M. Jack Dreyfuss in 
charge. 


Dreyfuss. Miss Esther M. Gott- 
lieb, who was with the Miami of- 
fice for six years, will assist M. 
Jack Dreyfuss in the Atlanta 
management. 


Engineers Conference, Southern 
Methodist University, Dallas, Texas, 
April 20-21, 1951. 

*Board of Examiners of Electrical 
Contractors of Raleigh, N. C., Annual 
Electrical Institute Meeting, Hotel 
Carolina, Raleigh, N. C., April 24-25, 
1951. 

*International Assn. of Electrical 
Inspectors, North Carolina Chapter, 
Carolina Hotel, Raleigh, N. C., April 
24-25, 1951. 

International Assn. of Electrical 
Inspectors, Florida Chapter, Orange 
Blossom Hotel, Sarasota, Fla., April 
26-29, 1951. 

Publie Utilities Advertising Asso- 
ciation, Hotel New Yorker, New York, 
N. Y., May 17-19, 1951. 

National Association of Electrical 
Distributors, Atlantic City, N. J.. May 
20-26. 1951. 

Edison Electric Institute, 19th An- 
nual Convention, Denver, Colo., June 
4-7, 1951. 

International Assoriation of Elee- 
trical Inspectors, Virginia Chapter. 
18th Meeting, Monticello Hotel, Char- 
lottesville, Va.. June 18-19, 1951. 

American Institute of Electrical 
Engineers, Summer General Meeting. 
Royal York Hotel, Toronto, Ontario, 
Canada, June 25-29, 1951. 

Illuminating Engineering Society. 
National Technical Conference, Hotel 
Shoreham, Washington, D. C., August 
27-30, 1951. 

International 
trical Inspectors, 


Association of Elec- 
Southern § Section, 
23rd Annual Meeting, Hotel John 
Marshall, Richmond, Va., October 
15-17, 1951. 

*National Electrical Manufacturers 
Association, Chalfonte-Haddon Hall, 
Atlant'e City, N. J., November 12-15. 
1951. 

*Asterisk indicates meetings an- 
nounced for the first time in this 
column. 
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has proved 
the PENN-TAP’S 


Bicevallal Strength 


No other fitting of this type has matched the Penn-Tap 
in tensile strength, in numerous tests to destruction. The 
reason is obvious: 

The Penn-Tap is more sturdily constructed . . . exceptionally tough 
silicon bronze alloy and more of it (at no added cost). 

For taps, service entrance connections, dead ends . . . indoor or out. 
Quickly installed with ordinary wrench. 

ONE PIECE—no loose parts ... swivels on one locked bolt. Holds tight 
permanently. 7 sizes, for cables 10 Str. to 1.000 MCM. 


Only one other Split Bolt Connector can take 
as high clamping pressures as PENN-UNION 


Hundreds of competitive torque tests, of Penn-Union Split Bolt Connectors 
against other fittings of this type, have shown: 


The Penn-Union Connector is definitely stronger than all others except one, 
which closely follows Penn-Union design and is nearly equal. 


Excepting this one similar fitting, the Penn-Union Connector withstands 
clamping pressures 15% to 55% higher. 


MAKE THESE TESTS YOURSELF. We wiil gladly furnish sample Penn-Union te, 
Connectors for tests against any other make. Just tell us the sizes you are using. 
SOLD BY LEADING WHOLESALERS. WAREHOUSE STOCKS CARRIED BY — 


BEN K. PATTON L. MORRIS LANDERS WALTER J. HUEMMER 
Gulf Sales Agency 624 Spring St., N.W Dallas Transfer & 
504 Delta Bidg. Atlanta, Ga. Term. Warehouse Bldg 
New Orleans, La. Dallas, Texas 


PENN-UNION ELECTRIC CORPORATION, Erie, Pa. 


| PENN-UNION 
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NAMES IN THE NEWS 


Two southerners are included in the 
nomination of officers and directors for 
1951-52 of the American Institute of 
Electrical Engineers. Nomination is 
practically equivalent to election. The 
new officers will take office beginning 
August 1, 1951. 

John D. Harper, assistant district 
power manager, Aluminum Company 
of America, Alcoa, Tenn., has been 
nominated as vice-president of Region 
4, which includes 10 southern states. 

R. F. Danner, manager, engineering 
and construction department, Okla- 
homa Gas and Electric Co., Oklahoma 
City, Okla. has been nominated as 
director. 

es 


T. M. Linton has been chosen as dis- 
trict manager of the Washington, D. C., 
territory for National Electric Products 
Corp., Pittsburgh, Pa. In making this 
announcement, Vice-President R. C. 


T. M. Linton 


Bennett, Jr., stated that Mr. Linton is 
taking over the duties of J. S. Cowan, 
Who recently was made manager of 
arene business for the electrical 

ughing-in products firm. Mr. Linton 


joined National Electric in 1937. 


¢ * 


Appointment of Clinton H. Currier 
as assistant manager of the electrical 
products sales division of American 
Steel & Wire Company has been an- 
nounced by John Graham, general 
manager of sales of this U. S. Steel 
subsidiary. 

Mr. Currier’s appointment fills a va- 
cancy which has existed since the ele- 
vation several months ago of Charles 
H. Eisenhardt to the managership of 
the electrical products sales division. 

Mr. Currier was graduated from the 
University of New Hampshire with a 
degree in economics and accounting. 
He started with American Steel & Wire 
in 1926 as a checker and shipper in 
the Worcester Cable Works, advanced 
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Clinton H. Currier 


to the post of sub-foreman, and later 
was transferred to the sales depart- 
ment as a clerk, and in 1937 became a 
sales correspondent. 

From 1941 to 1946 he served in the 
Army Air Force, and on his return to 
the company, he became a sales cor- 
respondent in the Cleveland headquar - 
ters of the company. In August, 1948, 
he was transferred to the Boston sales 
office as New England manager of elec- 
trical products sales. 


The appointment of William C. Pirie 
as public relations manager for the 
National Association of Electrical Dis- 
tributors has been announced by Char- 
les G. Pyle, executive director of the 
association. 

Mr. Pirie comes to the association 
from McGraw-Hill Publishing Co.. 


W. C. Pirie 


where he has been business manager 
of Electrical Wholesaling and Electrical 
Construction and Maintenance; prior to 
that he had served as managing edi- 
tor of Electrical Wholesaling. Previous- 
ly he had been assistant advertising 
manager of Sylvania Electric Products, 
Inc. 
s 


C. S. Beattie has been appointed 
executive vice-president and general 
manager, and R. E. Anderson has been 
named senior vice-president of Delta- 
Star Electric Co., a division of H. K. 
Porter Co., Inc., it has been announced 
by T. M. Evans, president of both Por- 
ter and Delta-Star Messrs. Beattie and 
Anderson were also elected directors of 


the new Delta-Star Electric Co 

Mr. Beattie in his new position will 
be in charge of all activities of the 
company. He joined the company in 
1930 as sales engineer in New York, 
and has successively been assistant 
sales manager, manager of engineering, 
and vice-president in charge of pro- 
duction and engineering. Before join- 
ing Delta-Star, Mr. Beattie held posi- 


C.-S. Beattie 


tions with Westinghouse Electric Corp., 
and United Engineers and Construc- 
tors, Inc. He was graduated from Rut- 
gers University with a BS. in electri- 
cal engineering. 

In addition to his duties as senior 
vice-president, Mr. Anderson will con- 
tinue to direct the company’s entire 


R. E. Anderson 


sales activities and commercial rela- 
tions. His experience with Delta-Star 
dates from 1920. He advanced in the 
organization through positions as as- 
sistant sales manager, sales manager, 
and_ vice-president. Mr. Anderson 
formerly held positions with Consum- 
ers Power Co., Commonwealth Edison 
Co., and H. M. Byllesby Co. He holds 
a Bachelor of Electrical Engineering 
degree from the University of Michi- 
gan. 
oa 


J. Shirley Gracy, Florida Power Cor- 
poration vice-president, has been nam- 
ed to head the company’s sales depart- 
ment, President W. C. Gilman has an- 
nounced. 

Also announced was the formation of 
a community development department, 
with R. H. Giedd as director, and the 
promotion of C. W. Ailstock to suc- 
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Be Sure It’s Rome RoFlex 


NON-METALLIC SHEATHED CABLE 


with new 


GRAY FINISH 


SURFACE MARKED 


FOR EASY IDENTIFICATION 


Here is the answer to an electrician’s prayer... 
a non-metallic sheathed cable with a finish that 
is smooth for easy pulling, clean to handle, non- 
flaking and clearly printed with size and name 
for easy identification. Yes, Rome’s new gray 
finish is an improvement you cannot afford to 
pass up. There is no need to wear safety goggles 
when you work overhead with the new RoFlex. 
Sink atten dn Maciel? Lad- Its finish will not flake or dust off . . . does not get 


oratories approved for 600 volts. 


Available in 2 and 3 conductor sizes, tacky .. . leaves you with clean hands. 
with or without ground wire. Pack- 


pay tw Aa pose Ae thany me Under the new gray finish, Rome RoFlex has 


ee re ee the same high quality construction as before. 
It is easy to strip, smaller in diameter and light 
in weight. Its outer braid is a combination of 
glass and presaturated yarn for high resistance 
to mold and rot. 
On your next “flex” job save time and money 
by insisting upon the new Rome RoFlex with the 


gray finish. 


IT COSTS LESS TO BUY THE BEST 


na cae CABLE @)) 
& 
{EP ADs 
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ceed Mr. Giedd as director of residen- 
tial development. 

In his new duties, Mr. Gracy will 
supervise and co-ordinate activities of 
the residential, commercial, industrial, 
and community development depart- 
ments. He will continue active super- 
vision of personnel relations, the nego- 
tiation and administration of the com- 
pany’s labor union agreement, and the 
safety, claims, and insurance depart- 
ments, in addition to his new duties. 

Mr. Gracy is a graduate of the Uni- 
versity of Florida and a veteran of 24 
years experience in many phases of 
operations with Florida Power Cor- 
poration. A recognized leader in per- 
sonnel and employee relations, he has 
pioneered many ideas which have 
made Florida Power outstanding in the 
South in these fields. 

Messrs. Giedd and Ailstock are vet- 
erans of over 20 years with Florida 
Power Corporation, both having served 
in many supervisory sales positions 
through the years. 


James H. Jones has been assigned 
a sales representative to Allis- 


pam a San Antonio district office, 


- 

paccording to an announcement by John 
SL. Pratt, Southwest region manager. 
* Mr. Jones joined Allis-Chalmers in 
+1949, following graduation as an elec- 
ftrical engineer from Southern Metho- 
idist University. He completed Allis- 
) Chalmers’ graduate training course. Mr. 
fJones is a member of the American 
‘Institute of Electrical Engineers 


' Burndy Engineering Co., Inc., N. Y., 
} manufacturer of electrical connectors, 

has announced the appointment of 
) David H. Harris as assistant advertising 

and sales promotion manager. Mr. Har- 
tris succeeds Adrian Price, who joined 
} the Dexter Chemical Corporation as 
? director of public relations. 


Warde B. Stringham has been elect- 
ed commercial vice-president of the 
General Electric Supply Corp., it has 
been announced by Charles R. Pritch- 
ard, president. Mr. Stringham will be 
the company’s representative in Wash- 
ington. 

At the same time, the Chesapeake 
District of the Supply Corporation, of 
which Mr. Stringham was formerly 
manager, has been divided into two 
districts, with headquarters at Wash- 
ington and at Baltimore 

Arthur L. Aiken has been appointed 
manager of the new Washington Dis- 
trict, and J. Walter Turner has been 
named to a similar position in the new 
Baltimore District. Charles W. Web- 
ster becomes assistant district manager 
at Baltimore. 

Mr. Stringham, a graduate of the 
University of Utah, has been connect- 
ed with the electrical business since 
1927. He started in Salt Lake City, 
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was president of his own electrical ap- 
pliance company in Des Moines, was 
sales manager of the W. D. Alexander 
Co., in Atlanta, and in 1934 became 
president of Southern Appliances, Inc., 
at New Orleans 

When that company was sold to the 
General Electric Supply Corporation in 
1936, he continued with GESCO at New 
Orleans as district manager. One year 
later he was transferred to Washington 
as manager of the Chesapeake District. 
He was named assistant manager of 
that district in 1949. 

Mr. Turner came with the General 
Electric Supply Corporation at Atlanta 
in 1927, and was transferred to the 
Baltimore branch as supply sales man- 
ager 10 years later. He has been man- 
ager of that office since 1938. He is 
a graduate of Georgia Tech. 


Cc. M. Mackey 


Cc. M. Mackey, district manager for 
Westinghouse Electric Co., has been 
elected president of the Dallas Electric 
Club. Other officers for 1951 are John 
M. Hagler, Southwestern Bell Tele- 
phone Co., first vice-president; Tom H. 
Owens, Dallas Railway & Terminal Co., 
second vice-president; Walter C. Blair, 
Texas Power and Light Co., secretary; 
and George R. Marrs, Texas Power and 
Light, treasurer 


Election of four new vice-presidents 
of the Westinghouse Electric Corpora- 
tion has been announced by Gwilym 
A. Price, president. 

They are Tomlinson Fort, who is 
manager of the company’s headquar- 
ters apparatus department at 
Pittsburgh, Pa.; L. W. McLeod, south- 
western district manager, with head- 
quarters at St. Louis; Emery W. 
Loomis, middle Atlantic district man- 
ager, Philadelphia; and L. E. Lynde, 
who has been New England district 
manager at Boston, but now will head 
the company’s Washington, D. C., gov- 
ernment office 


sales 


G. M. Ruoff, formerly commercial 
vice-president of Locke Incorporated, 
has joined the high veltage insulator 
staff of Porcelain Products, Inc., Park- 


ersburg, W. Va., as vice-president and 
general manager of the high voltage 
division. Mr. Ruoff is also a director of 
the company 

2 


Albert Pfaltz has announced his re- 
signation as public relations manager of 
the National Associat'on of Electrical 
Distributors in order to engage in plan- 


dilbert Pfaltz 


ning, writing, and production in the 
public relations and promotion fields 

Mr. Pfaltz will continue to do free 
lance editorial work for N.A.E.D., and 
will maintain his office at 140-50 Ash 
Ave., Flushing, N. Y 


Carroll V. Roseberry has been ap- 
pointed manager of the central station 
department for the Westinghouse Elec- 
tric Corp., it has been announced by 


as “RRR 


x 


Carroll V. Roseberry 


Tomlinson Fort, manager of apparatus 
sales. Mr succeeds R. S. 
Kersh, who has been named manager of 
the company’s steam division at South 
Philadelphia, Pa. 

Mr. Roseberry was formerly central 
station supervisor for the Los Angeles 
branch territory 


Roseberry 


Paul J. McMillan, secretary of the 
Electric League of Chattanooga, has 
been appointed to serve on the national 
plan committee of the Adequate Wir- 
ing Bureau. Mr. McMillan was named 


by the International Association of 
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FOR BETTER 


The Hubbard No. 8128-W Brace makes it possible to 
replace a standard 28-inch Steel Brace with a Wood 
Brace, without drilling new holes or otherwise altering 
the structure. It is designed as a means of increasing 
the impulse insulation level of medium voltage lines. 
These Braces may be used singly or in pairs. High 
strength in compression, as well as tension, is an out- 
standing feature of this Brace. The Wood Section is 


INSULATION ... EASY REPLACEMENT 


l-inch by 1!4-inches, creosote dipped hickory. The 
channel steel sections are reversed at the ends to permit 
installation with the flat side of the channels against 
the crossarm and the pole. Stock No. 8128-W covers 
a pair of Braces. Braces are interchangeable—ther 
are no lefts nor rights—therefore, even though Braces 
are ordered and shipped in pairs, they may be 
used singly. Metal fittings double-dip, hot galvanized 


HUBBARD ano COMPANY 


ESTABLISHED 1843 


PITTSBURGH 


CHICAGO 


OAKLAND, CALIFORNIA 


Ytereg the load on ffibbard flardware!” 
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Even though its better- 
TRIANGLE costs no more 


In everything you buy, there is always one 
product which, for quality and value, stands head 
and shoulders above the rest. In electrical wire, 
cable and conduit it’s Triangle—and yet, Triangle 
costs no more! 

Why can we say Triangle is better? Take 
““Glazon” Building Wire, for instance. Incorporated 
in the cover of this wire is Fiberglas braid which 
gives the cover wearing qualities unheard of before. 

® Another example of Triangle quality is 
Rigid Conduit—finished by an exclusive process 
which assures “‘no flaking’ even under the 
most severe bending. 

Every Triangle product—wire, cable, or 
conduit, is made to be better. Try Triangle on your 
next job—and see fr yourself. 


EVEN THOUGH IT’S BETTER— 
TRIANGLE COSTS NO MORE! 


NEW BRUNSWICK, NEW JERSEY 


IT MUST BE RIGHT 
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Electrical Leagues to replace William 
G. Hills, managing director of the Elec- 
tric Institute of Washington. 

Mr. McMillan has been supervisor of 
residential sales for the Electric Power 
Board of Chattanooga since 1939. 


Ralph J. Cordiner, president of the 
General Electric Co., announced in New 
York recently the election of three 
executive vice-presidents to fill newly 
created posts with responsibilities as 
assigned by the G.E. president. 

Elected by the company’s board of 
directors were Henry V. Erben, of 
Schenectady, N. Y.; Hardage L. An- 
drews, of Bridgeport, Conn.; and Roy 
W. Johnson, of New York. Their head- 
quarters will be at the G.E. executive 
offices in New York City. 


Two new directors have been added 
to the General Lighting & Equipment 
Co., Inc., Houston, Texas. They are J. 
Hall Sheppard, superintendent of the 
Harris County school system, and G. 
W. Butler, president of Butler Grimes 
Co., Inc. 

At the directors’ meeting, President 
P. C. Del Barto explained the com- 
pany’s expansion program since it was 
incorporated for $5,000 in 1944. Its capi- 
talization is now $75,000 and the com- 
pany has increased gross sales by 1,400 
per cent, he said. 


ELECTRICAL BOOKS 


Home Wiring Handbook, Westing- 
house Electric Corp., P. O. Box 2099, 
Pittsburgh 30, Pa. 135 pages, $1.00. 

THE THIRD EDITION of the handbook, 
a 135-page guide for planned wiring of 
homes in the popular-priced group, is 
now available from Westinghouse. 

Because the average annual energy 
consumption of 1,700 kwh per residen- 
tial customer is increasing, home wir- 
ing needs an engineering approach, the 
new handbook points out. Wiring 
should be safe and efficient, but in 
addition, it should provide flexibility 
that can match progress made on utili- 
zation of electrical equipment. 

As a modernized expansion of the 
second edition, the new handbook goes 
beyond minimum “Code” standards. 
Two basic factors stand out in every 
chapter: safety (compliance with the 
“Code”); and function (designs that 
permit full use of present or future 
equipment). 

The handbook describes four degrees 
of electrical living. The first degree 
lists “musts” in electrical equipment 
for the home; and successively, the 
second, third, and fourth degrees list 
further refinements for better electri- 
cal living. 

Eleven chapters cover every phase of 
house wiring for each degree, including 


minimum-outlet requirements for each 
room, selection of number and type 
of circuits, circuit protection, and com- 
municatiun systems. 

The Wiring Handbook (B-3510-B) is 
available at production cost of $1.00 
from Westinghouse Electric Corp., P. 
O. Box 2099, Pittsburgh 30, Pa. 


Industrial High Frequency Electric 
Power, by E. May. John Wiley & Sons, 
Inc., 440 Fourth Ave., New York 16, 
N. Y. 355 pages, illustrated, $5.00. 


Tuts 1s A well-organized presentation 
of the basic facts used in the applica- 
tion of electricity and electronics to 
induction and dielectric heating. The 
book includes a very substantial chap- 
ter on basic circuit theory which will 
provide the reader with the background 
necessary to understand high frequency 
applications in induction heating, di- 
electric heating, and other industrial 
applications. 

In addition to the excellent summary 
of a-c theory involved in tuned and 
coupled circuits as encountered in high 
frequency heating work, the book in- 
cludes an important presentation of 
high frequency alternators which gives 
a good working knowledge of the prob- 
lems involved in designing such equip- 
ment. There is also included discussions 
of the triode tube and Class B and C 
amplifiers 


Antennas, by John D. Kraus. Mc- 
Graw-Hill Book Company, Inc., 330 W. 
42nd St., New York 18, N. Y. 553 pages, 
illustrated, $8.00. 


THE SYSTEMATIC treatment of basic 
antenna theory and its application to 
a great number of antenna systems is 
presented in this single volume. The 
author is professor of electrical engi- 
neering at the Ohio State University, 
and his approach to the subject is 
from the point of view of electromag- 
netic theory with stress upon those 
aspects which are of engineering im- 
portance. The principles given are bas- 
ic, and they are applied to antennas 
for all frequency ranges. The treat- 
ment is essentially mathematic rather 
than descriptive. 

The first four chapters deal with the 
fundamental theory of point sources 
and of the antenna as an apperture. 
These are followed by three chapters 
on linear, loop, and helical antennas. 
Other chapters cover specialized parts 
of antennas, and a concluding chapter 
covers, antenna measurements. 

Recent advances in the field are 
described and add considerably to the 
value of the publication. A set of prob- 
lems at the end of each chapter in- 
creases the value of the book as a 
text. Although the book is basically 
theoretical, the practical aspects of an- 
tenna problems are stressed and there 
is much information that would be 
available to one not versed in higher 
mathematics. 
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REVERE 








v PROTECTIVE LIGHTING 
v AIRPORT 

v INDUSTRIAL 

¥ MARINE 

¥ SERVICE STATION 

¥ SPORTS 

¥ STREET & BOULEVARD 








SEARCH LIGHTS 
AND FRESNEL 
FLOODS FOR 

BOUNDARY LINE 

PROTECTION 


LONG RANGE 
ENCLOSED 
FLOODS 
750—1000 
1500 WATT 


LUMINAIRES FOR 
STREET LIGHTING 
MODERNIZATION 








WHITE-WAY 
PYLON-LITES 


J 


WRITE FOR LITERATURE TODAY 


ELECTRIC MFG. CO. 


6005 BROADWAY ° CHICAGO 40, ILL. 
LIGHTING EQUIPMENT FOR EVERY NEED 








4] 





“FROM MOLTEN 
METAL 
To Finished Product” 


\ 


Every Step Under 
Wagner Control 


You get the finest “to work 
with” when you use Wagner 
Electrical Fittings. Tough, ac- 
curately cast, precision threaded, 
you're sure of uniform quality 
when they’re Wagner’s. 


Every step from 
pattern to flask, 


Cs") to the pouring 
of molten iron, 
ey through machin- 


ing, plating, sort- 


ing and inspect- 
ing are Wagner 
controlled. 

Years of special- 
ization, and experi- 
ence in the manu- 
facture of Malle- 
able Electrical Fit- 
tings are a guaran- 
tee of dependabil- 
ity. Specify Wag- 
ner Fittings and be 
sure of easier, 
installa- 
cn q tions. Nationally 

wy distributed through 
bs | leading whole- 
salers. 

WAGNER MALLEABLE 
PRODUCTS CO., 222 W. 
Adams Street, Chicago 6, Illinois. 
Foundry and plant, Decatur 60, 
Illinois. 


; smoother 


Write today for illustrated Catalog 483. 
You'll find it a handy reference. 


WAGNER 


° © 
Malleable Fittings 
SOUTHEN REPRESENTATIVES 
orge E. Anderson Company 
1903 Griffin St., Dallas 2, Texas 
y ~ E. Dawes & Co. 
401-402 Rhodes Bidg., Atlanta 3, Ga 
Paul Lumpkin, 
226 Builders Bidg., Charlotte, N. C 





NEW PRODUCT NEWS 


New Load Center 


A NEW LINE of load centers, 40-100 
ampere, 1 through 20 circuits for resi- 
dential and commercial applications 
has been introduced by The Trumbull 
Electric Manufacturing Co., Plainville, 
Conn. 

These load centers are described as 
having many features formerly obtain- 
able only in more expensive industrial 


pane!boards. These include the TQL 
Breaker, the first plug-in, quick-make, 
quick-break breaker with thermal- 
magnetic protection ever used in a load 
cente! 
Trumbullite” load centers are con- 
d with removable free-floating 
interiors which are mounted on cap- 
tive springs, eliminating the need for 
screws or tools, and making it possib’ 
to line up the interiors for flush mou 
ing irrespective of the box 
on load centers with 40 amy 
The interior design consis 
1 copper busbars and 
1e plug-i 
ins of their pres- 
and an anchor which 
recess on the b 
illetin, TEB-12 


oad centers is available 


Motor Starter 


PROTECTION OF operating personnel as 
well as the connected machine is stress- 
ed in a new motor starter, the Mo- 
tor Watchman, Class 10-100-S1, avail- 
able from Westinghouse Electric Corp 

With ratings up to 600-volts, 7% hp. 
polyphase, 5 h.p. single-phase: or 220- 
volts, 142 h.p. d-c, it starts, stops, and 
provides overload protection for single- 
phase, polyphase, and d-c motors. 

The self-indicating handle, inter- 
locked cover that prevents opening un- 
less starter is “off,’ and safety latch 
to lock starter “off” during servicing 
are personnel-protection features. 

Positive motor-protection is provided 
by the quick-make, quick-break, over- 
center toggle mechanism—De-ion arc- 
quenching—and the bimetallic disc- 
type thermal overload relay 


Straight-through wiring is designed 
to facilitate installation and servicing, 
and Bonderized enclosures prevent 
blistering, flaking, and corroding. 

Further information is available from 
the Westinghouse Electric Corp., P. O. 
Box 2099, Pittsburgh 30, Pa 


Infrared on the Farm 


A 16-PAGE BOOKLET explaining how 
infrared heat lamps can help increase 
farm productivity and profits is avail- 
able from the Westinghouse Lamp Di- 
vision, Bloomfield, N. J 

The booklet describes the types of 
lamps that are available, and discusses 
in detail the many heating, baking, and 
frying chores that can be performed 
Included are ustrated instructions for 
building pig, lamb, and chicken brood- 

water fountains and 


e of infrared radiant heat in 
dehydrating meats, vegetables, fruits, 
and perries 


is explained, and a simple 
dehydrator is illustrated Milkhouse 
heating, engine warming, pipe thawing, 
and paint drying are among the dozens 
of other uses of infrared heat 

Also included are brief discussions 
of the Westinghouse germicidal Steri- 
lamp and the Westinghouse fluorescent 
sun lamp that are finding wide appli- 
cation in animal husbandry. 

A copy of this booklet is available 
from the Advertising and Sales Promo- 
tion Dept., Westinghouse Lamp Divi- 
sion, Bloomfield, N. J 


@ 
Milk House Heater Display 


DEALERS FOR Electromode milk hous¢ 
heaters can display, demonstrate, and 
sell via an attractive 22- by 28-inch 
display card 

When set up, the card tidily incor- 
porates, every need to sell—the heater, 
advertising literature, and pictures of 
actual installations. The entire display 
card is printed in a four-color combi- 
nation and shaped to represent a milk 
house. With the heater inserted in the 
card, the display gives the appearance 
of an actual installation 

Each display with advertising litera- 
ture and full instructions for setting up 
is sent free of charge with each order 
of two or more milk house heaters to 
Electromode Corp., 45 Crouch St., Ro- 
chester, N. Y 
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The larger overall dimensions, the greater oil capacity and the increased 
internal electrical clearances are your guarantees of greater 
operating satisfaction. Time current charac- 


teristics are available upon request. 


BETTER CONSTRUCTION MAINTENANCE 
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GOT THIS PROBLEM 


Select an electric kitchen venti- 
lator that will be a definite sell- 
ing feature of quality homes built 
on speculation. Must be prestige 
builder. Customer acceptance im- 
perative. 


GET THIS ANSWER! 


Specified by the architect and in- 
stalled by the electrical contractor. 


*From the actual case history of a prominent 
builder advertises that his homes have 
ventilated kitchens. 


** Trade Mark Reg 


1 The patented Blo-Fan blade com- 
bines the volume of a breeze fan 
with the power of a blower to move 
air quickly, quietly and efficiently. 


Only Blo-Fan 
Model 210 has 
this NINE-posi- 
tion control switch 
that makes it as 
easy to control the 
rate of ventilation 
as it is to regulate 
the thermostat on a kitchen range. 


Blo-Fan is easier to clean—NO 
tools are required. 


Blo-Fan installs over the point of 
air polution—in the ceiling or any 
wall (inside or outside) . 


For over 25 years Pryne and Com- 
pany has made home owners 
appy by manufacturing superior 
electric ventilators especially de- 
signed for home use. 


Blo-Fan, the most imitated home 
ventilator in America 


Stocked by more than 650 wholesalers 
in over 350 cities. 
Manufacturers of Pry-Lites ... The original 
recessed lighting fixture with snap-on fronts 


PRYNE &CO.,INC., .°9%, Pomona, Cal. 
Eastern Factory: Newark, New Jersey 
Warehouses: Los Angeles, San Francisco, 
Chicago, Atlanta 





Sensitive Switch Control 

THE USE OF power shunt capacitors 
has made it possible for utilities to 
handle much greater loads with exist- 
ing lines, transformers, and generating 
equipment. To help them make an 
even greater use of capacitors, Line 
Material Company has developed the 
Type VSA voltage sensitive switch 
control. 

This new control, operating in con- 
junction with Kyle type “GR” oil 
switches, will automatically connect 
banks of capacitors to an electrical 
system when they are needed and dis- 
connect them from that system when 
their effect may become undesirable. 

However, while this control was ori- 
ginally designed for use with the Kyle 
type “GR” switch, for either single- or 
three-phase switching, it can also be 
adapted, by the use of additional exter- 
nal relays, to most solenoid or motor- 
driven circuit breakers and switches 
which are generally available. 


This new VSA control consists of a 
contact-making voltmeter, selector re- 
lays, and an adjustable time delay unit. 
Also provided are a fuse for control 
circuit protection, potential test termi- 
nals for connection of an external 
voltmeter, toggle switches providing 
manual control of the device or de- 
vices being controlled, a means of mini- 
mizing contact erosion, and a means 
of eliminating radio interference. 

More information about the new 
L-M voltage sensitive control, is avail- 
able from the Line Material Company, 
Milwaukee 1, Wisc., bulletin 50021. 


Power Hoist Unit 


A COMPLETE POWER hoist unit is 
achieved in a matter of minutes by 
combining the new Skil l-inch Drill 
Model 163 with the American Handi- 
winch, manufactured by Skilsaw, Inc., 
5033 Elston Ave., Chicago 30, Ill. The 
unit is a portable drill one minute and 
a power hoist the next. 

A simple adapter kit that requires 
no special tools for mounting, locks 
the Skil Drill and Handiwinch in per- 
fect alignment. This assures safe, big- 
capacity hoisting on all jobs. 

The powerful drill can be easily tak- 
en out of the hoist bracket and it’s 
ready for all drilling jobs. It has an 


exceptionally powerful motor and 
sturdy construction throughout, claims 
the manufacturer, and is ideal for al! 
types of heavy maintenance and -in- 
stallation work. 

With a hoisting capacity of 1,000 lbs 
at 10 f.p.m., this combination is de- 
signed for use by contractors, machine 
shops, foundries, garages, and ware- 
houses. 

Further information is available from 
the manufacturer. 


a 
Compco Pattern Lighting 


AN ILLusTRATED folder is now avail- 
able from Compco Corp., 2251 St. Pau 
Ave., Chicago 47, Ill, describing the 
Compco lighting fixtures suitable for 
use in connection with Compco pat- 
tern lighting designs. 

The folder describes the 48-inch 
four-light T-12 slimline unit as well as 
the 96-inch four-light T-12 fixture 
The Compco Universal connecting fix- 
ture suitable for use with spot or flood 
holder and a_ corresponding model 
without center spot or lamp holder is 
described. These various units permit 
the installation of an unlimited number 
of geometric lighting patterns with only 
four basic units 

Among the special features claimed 
by the manufacturers for the Compco 
line are housing of pressed steel, 
louvers designed for top efficiency of 
steel, baked-on “Glazenamel” provid- 
ing a durable and easy-to-clean sur- 
face, and design that permits simple 
connection for continuous-row and 
other light patterns. 


* 
New Transformer Features 


To pROovIDE true-sealed tank construc- 
tion for its line of Form W distribution 
transformers, Wagner Electric Corp., 
6400 Plymouth Ave., St. Louis 14, Mo.. 
has developed an entirely new method 
of fastening the cover to the tank. 

The Shur-Seal cover clamp consists 
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It takes a lot of water to 
keep your good name clean! 


ELECTRIC 
MOTORS 


Your reputation depends, more than Hoover Jet Pump Motors in ratings of Ys through 
thi > 4 j Y2 HP, both capacitor-start and polyphose. All 
anything else, on the performa esbesrig P 
) 8 , P mance of models feature 3450 RPM speed; all are sup- 
the products you sell. And whenever plied with heavy-duty ball bearings and are 
. ll je | equipped with either cold-rolled standard or 
you se jet pump motors Of rep ace- j stainless steel threaded shaft extension; all are 
ment motors—pumping for kitchen, dripproof. Shaft “end” bearings are locked to 
eliminate end play. 1'/2-HP motors have tem- 
bathroom, lawn or barn—your good perature rise rating of 50° continuous; all other 
name hangs on furnishing water— i motors are rated 40° C. continuous. Capacitor- 
ee eee : start motors have automatic thermal protection. 
PLENTY of water—reliably and 


without breakdown. 


That’s why so many dealers want 
to sell HOOVER Motors! 


There are Hoover Motors specially 
designed for many jet pump needs. 
All are built to give long, quiet, de- 
pendable service. All are built like 
motors costing far, far more. 


Your customers will be happier 
with Hoover Motors—and so will you! 


Write today for complete information— 
on jef pump motors or on motors built 
for other purposes 


Kingston-Conley Division 
68 Brook Avenue 
North Plainfield, New Jersey 
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of a ring of V-shaped cross-section 
which fits over the edge of the cover 
and the lip of the tank. This ring is 
tightened by means of a single bolt; 
the pressure it exerts is equal at all 
points, so that the cover gasket is uni- , 
formly compressed to form a positive 
seal between the cover and the tank.! 

No “breathing” can take place, and 
there is no danger of oil leakage during 
shipment or handling. Drainage chan- - 
nels are provided to prevent water 
from accumulating on the transformer 
cover 


The Form W transformers are now 
being filled with the new inhibited 
transformer oil which reduces oxidation 
to a minimum, thereby retarding the 
formation of acids, sludge, etc., which 
ultimately cause deterioration of in- 
sulating oils. Minimizing oil contami- 
nation, through the use of the new 
cover clamp and inhibited oil, greatly 
prolongs the service-free life of the 
transformers. 

Form W is the designation of Wag- 
ner distribution transformers having 
cores of cold-rolled oriented grain stee!. 
Their small size, light weight, and 
excellent electrical performance make 
these transformers ideal for urban and 
rural distribution systems. 

Further information is available from 
Wagner. 


Fluorescent Fixture 


Tue Airliner 96-inch slimline, 200 or 
430 milliamps, has been announced by 
Lithonia Lighting Products Co., Inc., 
Division of FEMCO, Lithonia, Ga. 

The fixture is distinctively designed 
for modern office or store use, and is 
available with either surface or suspen- 
sion mounting. 

Outstanding features of the Airliner 
include no maintenance problem—low- 
er section is quickly detached from 
either side; easily adaptable—for indi- 
vidual or multiple use in continuous 











e HOME 
e FACTORY 
e FARM 


Now you can meet the demand 
for low-cost easily installed floodlights. KEES port- 
able Handi-Lite concentrates light wherever it’s 


needed . . 
temporary installation. 


The lightweight, durable Handi-Lite is the ideal 
solution to specialized lighting problems in the 
home, im factories or on the farm. 


Since 1874 


Order From Your Jobber 
Write Dept. ES-7 For Free Catalog 


. D. K 


Portable Weatherproof 


KEES HANDI-LITE 


inside or outside, for permanent or 


Underwriters’ Laboratories Approved 


ES MFG. CO. nesraska 





BEATRICE 





rows; heavy-gauge steel louvers; rib- 
bed glass or plastic side diffusers; cast- 
aluminum end frames; and electrically 
baked reflecting enamel. 


* 
Line Clamps 


Two serres of two-bolt, one-piece 
line clamps, which compensate or flex 
as the conductor increases or decreases 
with the rise and fall of conductor 
and/or ambient temperatures, have 
been announced by Anderson Brass 
Works, Inc., Birmingham, Ala. 

Both series result from a long study 
of integrating the proper copper base 
alloy and connector design into a re- 
sulting connecting device which will 
maintain a constant high pressure upon 
the conductor sufficient to seal out the 
formation of high resistance oxides on 
contact areas, and to insure proper dis- 
tribution of current in conductor 
strands through to the core wire. 

Both series are known as “K” and 
“KR” line clamps. They differ only 
in one respect, that type “KR” in- 


corporates a spacer bar and type “K” 
does not. Type “K” is adequate for 
most applications. Type “KR,” be- 
cause of the spacer bar, provides bet- 
ter current distribution among the 
strands and thereby provides higher 
conductor utilization and circuit se- 
curity, especially when fault currents 
are severe. 


3 
Slimline Units 


Tue Mitchell Manufacturing Co., 2525 
No. Clybourn Ave., Chicago, Ill., has 
introduced nine new louvered slim- 
line lighting fixtures for efficient low- 
brightness general illumination in 
every type of commercial and indus- 
trial establishment. 

Available in 4-, 6-, and 8-foot 
lengths, and with 2-, 3-, or 4-lamp 
units, these instant-starting fixtures 
use T-12 430 ma. single-pin lamps. 
Louver cutoff is 30 degrees crosswise 
and 30 degrees lengthwise, giving eye- 
comfort illumination 





we DECIDING RA 
FACTOR .s ela lh 


elt} Si ciejs]tleas- ARE TOP QUALITY 


ACSR 


Conductors 


Copper Wire SO ARE the products of many 
and Cables of our competitors. BUT OUR 

a SERVICE IS BETTER for customers 
Galvanized in the Southeast. Our own trucks 
Steel Strand deliver your orders to any point 
Weatherproof in this area WITHIN 48 HOURS, 
Wire-- unless prevented by circumstances 
inherent in the international situa- 
tion or other conditions beyond 
our control. 


aluminum or 
copper 


ACSR 


Accessories 


WRITE, TELEGRAPH or TELEPHONE your order to 
SOUTHERN ELECTRICAL CORPORATION. We will tell you 
when we can deliver —and WE WILL DELIVER THEN. 


SOUTHERN QUALITY es ae: SOUTHERN SERVICE 
MEETS EVERY TEST E 


EXCELS THE REST 
Phone 7-3325 we aa 


P.O. Box 989 
pt or nM 


CHATTANOOGA, TENNESSEE 
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BURNDY - BURNDY - BURNDY w 


BURNDY 
SERVIT 


Forged for high strength—pro- 
vides more intimate contact 
between conductors. Installed 
with any wrench. Compact, all 
edges rounded, easy to tape. 
Stocked by your Burndy Dis- 
tributor. 


SEE YOUR BURNDY DISTRIBUTOR 


URNDY 


NEW YORK 54, NEW YORK 





A special “Trunk-Lock” hinge fas- 
tens to either side of the fixture, per- 
mitting easy relamping and mainten- 
ance. “Uniturret” single pin lamp- 
holders grip lamps with positive spring 
action, eliminating flicker caused by 
poor electrical contact. 

These units are ideal for installations 
in super-markets, drug stores, shoe 
stores, as well as in offices and labora- 
tories—wherever abundant glare-free 
lighting is desired. 

Descriptive literature and additional 
information is available from the 
manufacturer. 

& 


Duplex Outlet Plate 


A NEW ONE-PIECE duplex receptacle 
and wall plate designed to meet an 
immediate demand has been announ- 
ced by John I. Paulding, Inc., of New 
Bedford, Mass. The unit combines 
three features in one because it pro- 
vides two receptacle outlets molded 


into one plate which fits any standard 
outlet box. It involves no assembly 
or adjustment problems; is easy to 
wire and simple to install. 

Quality construction is used though- 
out, according to the manufacturer 
The T-slotted receptacles have double- 
ble wipe contacts. Large-headed brass 
screws on sides will take No. 8 wire. 
Each receptacle is rated at 15 am- 
peres, 125 volts, or 10 amperes, 250 
volts. The entire unit is listed by 
Underwriters’ Laboratories. 

Available in either brown or ivory, 
this new assembly is ideal for home, 
office, industrial, commercial, govern- 
mental, or institutional use. The cata- 
log number is 1455. 


a 
Attic-Fan Motor 


A NEW MOTOR designed for use with 
vertically or horizontally operated 
belt-driven attic fans is available from 
Westinghouse Electric Corp. 

The motor-bearing construction is 
designed to carry thrust loads caused 
by the weight of rotor and pulley, and 
vertical operation of the motor with 
the shaft extension up or down is per- 
missible. 

The motor is available as a split- 
phase, 115-volt, 1/4- or 1/3-h.p., type 
FHT motor, or as .a capacitor-start, 
115/230-volt, 1/2-h.p., type FJ motor. 
Temperature rating of type FHT is 
50° C continuous—type FJ is 40° C 
continuous. Both types are externally 
reversible. 

Large oil reservoirs packed with 
special wool wicking assure good lu- 
brication, and retaining cups in both 
brackets prevent loss of oil. 


An optional feature, the Automatic 
Reset Thermoguard, provides protec- 
tion against overload burnouts. 

Further information is _ available 
from Westinghouse Electric Corp., Box 
2099, Pittsburgh 30, Pa. 


L-M Maintenance Bulletin 


Line MatertaL Company, Milwau- 
kee, Wisc., has published a new bul- 
letin which covers a suggested main- 
tenance procedure for Kyle-Type sin- 
gle- and three-phase oil circuit re- 
closers. 

The 12 pages of this publication are 
devoted to a step-by-step procedure as 
to just how good maintenance is ac- 
complished, and each step is augment- 
ed with photographs which further 
simplifies each phase of work. 

Maintenance program modifications 
and spare parts are also dealt with in 
detail. 

Bulletin No 
request 


50025 is available on 


Sta-Kon Bulletin 


PRESSURE TERMINALS and connectors 
for every type of application on all wire 
sizes from No. 26 through 250 mcm are 
listed in convenient, easy-to-find form 
in the new 40-page Sta-Kon Bulletin 
No. 61, just issued by The Thomas & 
Betts Co., Elizabeth, N. J. 

A particularly useful feature of' the 
new bulletin is a section giving a com- 
plete listing of Armed Forces procure- 
ment numbers, with the corresponding 
T&B catalog numbers. This feature is 
expected to simplify the selection and 
procurement of fittings for aircraft 
and naval wiring and for ground force 
equipment. 

Sta-Kon Bulletin No. 61 is available 
on request on company letterhead 
from The Thomas & Betts Co., Eliza- 
beth 1, N. J 


Gedney Nail Straps 


NEW ONE-PIECE malleable iron nail 
straps, made for armored cable, non- 
metallic cables, rigid conduit, and 
EMT, have been announced by Ged- 
ney Electric Co. RKO Bldg., Radio 
City, New York 20, N. Y. The nail 
straps are also highly useful for other 
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ITS ALWAYS RIGHT 


and right on schedule 


... With wiring materials via Graybar 


You're sure every item on your wiring materials and sup- 
ply order will be right for the job—and if you schedule 
ahead with Graybar, you'll stand the best possible chance 
of having everything arrive on the job site when it's needed 
You know all the items will fit together properly. Because 
you can depend upon Graybar delivery commitments, 
there'll be no waiting for conduit to come from one sup 
plier . . . boxes and fittings from another . . . wire from a 
third. And your order gets an important “plus” of personal 
interest, for Graybar is wholly owned by its operating and 
retired personnel. From the man who takes your order to 
the one who packs it, we’re anxious to serve you well 


EXPERT HELP WHEN YOU NEED IT 


To help you or your customers in planning complicated 
systems or solving difficult wiring problems, a Graybar 
Inside Construction Specialist is available. His recommen- 
dations, supplementing the knowledge of your local Gray- 
bar Representative about materials and delivery, will help 
keep your wiring jobs moving “right on schedule”. 


A single source for all your needs 


Graybar distributes products made by more than 200 
leading manufacturers — a total of over 100,000 carefully 
selected materials, supplies, equipment and tools for 
wiring, lighting, communication, power, and other electrical 
needs. 


For any job — large or small, indocrs or out — a single 
order to Graybar can cover all your requirements. 


As you know, reconversion of essential industry is pro- 
ducing shortages of various types of electrical equipment. 
To make sure your jobs proceed as planned, place your 
orders as far ahead as possible — and always order from 
Graybar. For materials in short supply, Graybar will estab 
lish firm shipping dates to help you or your customers 
work out and stick to practical job timetables. Graybar 

Electric Co., Inc., Executive offices: Graybar Building 

New York 17, N. Y. 121 
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IN OVER 100 PRINCIPAL CITIES 





Choose 


MONITOR 


FOR ASSURED 
DEPENDABILITY 


in 1951] 


UST as they have continued 
to do in constantly increas- 
ing numbers for the past 63 
years, motor control buyers will 
turn to MONITOR again in 
1951 for the finest in standard 
and custom-built motor con- 
trols. On your next installation, 
make sure that you use the 
best . . . specify MONITOR 
Motor Controls! 


Push button control stations of all types in 
General Purpose and Waterproof enclosures. 


Resistors — Edgewound, Hexwound, and 
Smoothwound types. 
The 


MONITOR 


CONTROLLER CO. 


Braintree 84, Mass. 








REPRESENTED BY 
B. S. WOODMAN 


1570 Northside Ave. 
Atlanta, Georgia 


L. L. ROUSSEL LYNN ELLIOTT CO. 
312 E. Livingston PI 322 M & M Building 
New Orleans, La Houston 2, Texas 
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strapping purposes, such as _ service 
entrance cable. 

The new straps are built to take the 
severest treatment without breaking 
Their long spike provides dependable 
holding. Made of malleable iron, they 
last longer and save time and expense 
on every job—only a hammer is re- 
quired to install. 


« 
Tilting Insulator Switches 


New pesicns of the WN-VN Tilting 
Insulator Switches, manufactured by 
A. B. Chance Co., Centralia, Mo., fea- 
ture a number of outstanding advan- 
tages. 

The patented Chance Compensator 
Control mechanism has been placed 
beneath the switch base where it is 
protected from the weather. This re- 


arrangement has greatly increased the 
ice breaking ability of the switch. A 
specially designed head makes possible 
a prying crowbar action of the blade 
which also increases the ability of the 
switch to open under heavy ice. 

Another advantage of the control is 
its ability to compensate for structural 
warpage. All three phases of either 
switch will close completely and make 
proper contact under extreme distort- 
ed conditions of the mounting frame- 
work without adjusting the controls 
(see test picture). Chance WN and 
VN switches are made in 200-, 400-, 
and 600-ampere and in voltages rang- 
ing from 7.5 to 46 kv. 

These switches meet all NEMA 
standards 

. 


Outdoor Floodlights 


NEW, WEATHERPROOF cluster lights for 
outdoor protective lighting, factory 
yard lighting, boundary fence lighting, 
and other industrial area floodlight- 
ing applications are provided with the 
the new Stonco Cluster Box No. 25, 
announced by Stone Mfg. Co., 489 
Henry St., Elizabeth 4, N. J. 

The new units are designed to con- 
serve critical aluminum. A removable 
cast-aluminum cover plate sealed with 
a heavy cork gasket provides quick, 
easy access to inside wiring and speeds 
up installation and the addition of sup- 
plementary lampholders as well. Each 
box has six holes tapped 1/2-inch to 
take from one to five standard lamp- 
holders for the 150-watt, 200-watt, 
and 300-watt outdoor weatherproof re- 


flector bulbs available as standard 
stock from all major lamp bulb manu- 
facturers. 

Accessories immediately available 
include slip fitters for pipe-mounting 
and brackets for wall-mounting, al- 
though mounting directly to %-inch 
conduit is made without accessories. 

In recommending cluster lights for 
plant protective and anti-sabotage 
lighting, the manufacturer points out 
that burnout of a single floodlight 
normally results in total darkness 
whereas ‘every light in a cluster would 
have to burn out before total darkness 
would be possible. 

In addition to outdoor lighting of 
industrial areas, plant entrances, 
fences, gates, alleys between buildings, 
shipping and receiving areas, docks, 
railroad yards, and airport aprons, the 
unit is recommended for lighting of 
gasoline service stations, parking lots, 
roadside stands, recreation areas, and 
other general outdoor floodlighting 
applications. 


Recessed Ceiling Fixture 


RECESSED LOUVERED fluorescent unit 
with slanted louvers designed for use 
in sloping ceiling over stairways, 
ramps, and escalators, is being offered 
by Moe-Bridges Corp., Sheboygan, 
Wis. The fixture is available in both 
one-light and two-light in all sizes of 
fluorescent and slimline lamps. 

The housing is formed of heavy 18- 
gauge steel with continuous weld con- 
struction and finished in corrosive-re- 
sistant baked enamel. The interior 
reflector and louver is of heavy alum- 
inum anodically treated, providing a 
diffused finish. 

Louvers are tilted at a 30-degree 
angle to punch light downward over 
stair area, yet avoiding glare to per- 
sons walking up or down the stairs. 
Exterior frame is of heavy extruded 
aluminum. A loop and hinge-rod de- 
vice permits lowering louver from 
either side. The fixture is made in 
accordance with General Services Ad- 
ministration specifications for lighting 
Federal buildings. 


Mill Equipment Booklet 


A NEW 20-page booklet describing 
600-Series mill motors and Class 9500 
d-c magnetic mill auxiliary controllers 
is available from Westinghouse Elec- 
tric Corp. 

The design features and construction 
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details of the 600-Series mill motors 
are discussed, with sections devoted to 
armatures, bearings, field coils, brush- 
holders, and ventilation. 

New Class 9500 d-c magnetic con- 
trollers for mill auxiliaries are dis- 
cussed in the second section of this 
booklet. Standard accessories for the 
controllers are described. 

A copy of this booklet, B-4730, is 
available from Westinghouse Electric 
Corp., Box 2099, Pittsburgh 30, Pa. 


* 
S & M General Duty-Lite 


A new “Red Cap” General Duty- 
Lite, especially designed for rugged 
use in such applications as construc- 
tion, storage, and cargo lighting, has 
been announced by the S & M Lamp 
Co. 

The new unit, housed in a sturdy 
1642-inch reflector, is particularly use- 
ful wherever a wide distribution of 
light is needed. Two models are avail- 
able: a cluster of four, and a cluster 
of five medium-base sockets. Lamps 
are protected from breakage by a 
heavy gauge coverguard. 

An exclusive feature of the unit is 
removable cover-plate, placed at the 
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top of the unit. It eliminates expen- 
sive, time-consuming wiring from the 
tront and thus lowers installation 
tosts. The fixture is fitted with a 
jtrong support loop so that it will slide 
rom place to place on cord or cable. 

A two-page bulletin with full spe- 
tifications is available from the S & M 
Lamp Co., 119 W. 36th Pl., Los An- 
feles 7, Calif. 


Tong Test Ammeters 


A NEW REVISED catalog bulletin de- 
cribing the complete line of Columbia 
Tong Test Ammeters has been issued 
ty the Columbia Electric Mfg. Co., 
519 Hamilton Ave., N. E., Cleveland 
4, Ohio. 

The Tong Test ammeters are suit- 
ble for measuring current in both a-c 
nd d-c circuits by merely snapping 
he tongs around the electrical con- 
uctor. It is mot necessary to break 
ae circuit or disturb insulation. Volt- 
ge readings can also be taken by 
xeans of the Voltor voltage attach- 
lent. 

The illustrated bulletin shows how 
» use the instrument; gives actual size 
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3 minutes does the job 


with CAVALIER exclusive construction 


When you sell electric heat, one 
of your chief selling points is 
cleanliness. Yet every housewife 
knows as well as any heating en- 
gineer that you don't get clean 
heat from dirty heaters. That is 
one reason Cavolier Electric Wall 


>/ WALL 
AUTOMATIC 
ELE ¢€ Fes ¢ 
HEATERS 


INSERT 


Quick, convenient cleaning is only one of the 
many features built into Cavaliers. Write for 
the facts on complete safety protection, 30% 
more circulation through the elements, ease 
of installation, good looks, and rugged per- 
formance. Months of tests and practical trials 
resulted in the new Cavalier—the electric 
heater built to give the real satisfaction home 
owners are looking for. 


CAVALIER 


CHATTANOOGA 2, 


PHA ee 


Heaters are making a hit with 
home owners. With Cavalier’s ex- 
clusive design, a Cavalier heater 
can be thoroughly cleaned inside 
and out in less than three minutes 
time . . . without the necessity of 
removing a single screw. 


= 8 0 ome ataiehen mm 


SOLD THROUGH WHOLESALERS ONLY 


Prompt 
Deliveries 


CORPORATION 


Teme eses ees 





of typical range scales; and includes 
directions on how to select the proper 
type instrument for specific applica- 
tions. 

a 


Meter Entrance Plug 


THE NEW, meter entrance Hyplug, 
manufactured by Burndy Engineering 
Co., Inc., New York 54, N. Y., is an 
indent-type plug for bringing entrance 
cable into watthour meters. The cable 
is indented to the Hyplug with a 
TAPERED BUSHING standard Hytool or Hypress. Slipping 
CONNECTORS... 
Engineered to Hold 


and Seal Tighter! 


Doubly effective because as the 
M&W patented tapered bushing is 


pressed into place, equal pressure NOTE OIFFERENce 
Beroee $\arree 


is exerted around full cable cireum- Compeessine 


ference. Automatically compensates 
for cable size differential—assures 
contractors of long-lasting, depend- 


able installations. a nylon sleeve over the barrel in- 


sulates the assembly 

Available for any combination of 
meter openings and cable sizes, this 
Hyplug eliminates the need for solder 
and provides an excellent low-resis- 
tance joint. Nylon insulating sleeves 
are available for most cable sizes. 


M & W line 


The M. & W. ELECTRIC MFG. CO., Inc. 


o 
EAST PALESTINE, Gani oO 


Automatic Closet Light 





AN AUTOMATIC, door-operated closet 
light with. door switch has been an- 
nounced by Union Insulating Co., 
Precision-made Helwig Brush- Parkersburg, W. Va. Of special in- 
es fit your commutator and terest is the fact that this type of 
rings exactly. There's less arc- closet light and door switch is listed 


CONN yO NORE) 
mew 
FEWER, FASTER 
BRUSH CHANGES 


ing and wear because there's 
no “field variation." That 
adds up to longer brush life, 
better motor performance. 
What's more, you save pro- 
duction time because your 
maintenance man doesn't 
have to cut down so-called 
““standard"’ brushes. Get the 
complete story on CON- 
TOURED Brushes from your 
nearest Helwig office. 


by Underwriters’ Laboratories, Inc. 

The unit consists of a Bakelite 
switch box and lamp socket suitable 
for mounting in the closet doorway so 
that the opening and closing of the 
closet door will automatically turn the 
light on and off. 

The switch box includes knockouts 
so that a non-metallic insulated cable 
can be extended from a convenient 
outlet box and terminated directly in 
the closet light box. 

The unit is available in white or 
brown Bakelite with a suggested retail 


pri 2 of $2.40. It is also available with 

a pull-chain switch with a suggested 

TO ABSORB OUTSIDE viBration... NEOPRENE PAD BRUSHES retail price of $2.70. The unit can also 
New brush gives you longer Spring hammer rides on Neo- be used to light basement steps, attic 
brush life, better motor perform- prene pad that absorbs all vibra- , stairs, garage service doors, storage 
ance, less commutator grinding. tion, cuts fatigue and sparking. rooms, etc 


SOUTHERN OFFICES 
316 Walton Bidg.; La. 7202 
710 Texas St.; Tel. 3-9819 
..1101 Chenevert; Ch. 4-6549 
-Magazine & Poydras; Ma. 3925 
..323 NW 2nd St.; Tel. 2-6881 
1913 Washington Ave.; Ch. 6510 


PLONE OR 


HELWIG CO., Carbon Products 


Maker f Multiflex and Transert Brushes 


Ventilating Catalog 


INSTITUTIONAL, industrial, and com- 
mercial users of ventilating fans will 
be interested in obtaining a well-illus- 
trated catalog now available from the 
sales promotion department, Herman 
Nelson Division, American Air Filter 
Co., Inc., Moline, Il. 

This 12-page booklet, “1001 Venti- 
lating Problems Solved,” describes the 
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six basic models of propeller fans 


manufactured by Herman Nelson and 
illustrates many of their prime ap- IGS ? ING 
plications. 

The wealth of installation pictures , 
makes this booklet practical as well as FIX Ta 174 
interesting. 


Trade School Complete Line 


Meet ALL Standards PLUS 
AN ATTRACTIVE illustrated booklet is W A i E R P R @) 0 F =» 


now available from Commercial Trades SCIENTIFICALLY DESIGNED REFLECTORS 
eg ger An age gaol boc al D U ) T- T G H T with highest reflection factors. 


ham, Ala., describing the courses and 
facilities available. The booklet in- STURDY CAST METAL guard. 
cludes an outline of the course of f 
study in air conditioning, refrigeration, SPECIAL LAMP RECEPTACLE design 
electricity, and major appliances. It seals wiring chamber and conduit system. 
is profusely illustrated with photo- . : 
graphs of classes at work in the EXTENSIVE LINE in cast aluminum, brass 
school’s laboratories and shops. F or iron — corrosion resistant. 


e wv, SIZES 60 to 500 Watts. 
COMPLETE LINE of Explosion-Proof 
type for Class 1, Groups C & D. 
A MAJOR ADVANCEMENT in flexibility 
of hubs for raintight devices has been HIGHEST EFFICIENCY—LOWEST 
announced by the Square D Co. In- MAINTENANCE insured by 48 years 


terchangeable hubs on raintight circuit 
breakers, Multi- breakers, switches, : 
and fusible entrance equipment great- rience. 
ly simplify the stocking of raintight . . 
equipment. Immediate delivery of the Write for catalog No. 9048-11 
required hub size is now possible from ‘OS ahem : : Hes ea 
electrical distributors’ shelves. ia SSELL & STOLL ( TA) | AAD AL . 
The galvannealed outdoor device has 
an extruded top which is threaded for 
the die-cast interchangeable hub. The 
correct size of hub for the conduit is 
selected and screwed into the top end- 
wall. Design assures an electrical bond 
and watertight joint. When no hub 


npent Ss theses aids eemahaay A NAME 
“Sos interchanges ble hu bs may G ROWI N G B I G 
pre Ms wks ca ee fo Bad —ELEC TRICA LL Y 


Interchangeable Hubs 


of design and manufacturing expe- 


Precision-Built Electrical Equipment 
125 BARCLAY STREET, NEW YORK 7, N. Y. 





nut as a lock nut. Details are avail- 


able from Square D Co., 6060 Rivard 5, eee 5 
St., Detroit 11, Mich. | ° 


Watthour Meters Bulletin 


A new “Manual of Watthour Me- 
ters,” which comprehensively covers 
the fundamentals of a-c metering, has 
just been announced by the General 
Electric Company’s meter and instru- 
ment divisions. 

Fully illustrated with charts, dia- 
grams, and photos, the 40-page broch- 
ure shows how electric energy is 
measured; describes the operating 
principles of a-c watthour meters; 
and explains the techniques involved 
in the use, the testing, and mainten- 
ance of meters. 

A compendium of information on a-c 
metering, the brochure can be used as 
areference in the meter schools of pow- 
er companies as an aid in teaching 
proper application and maintenance of 
a-c watthour meters. 

The bulletin, No. GET-1840, is avail- 
able from the G. E. Apparatus Dept., 
Schenectady 5, N. Y. NEW ADDRESS — 590 MEANS STREET N. W. — ATLANTA, GA. 
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Industrial Lamps 


Two HIGH-WATTAGE industrial lamps 
with built-in reflectors for use in the 
lighting of high-bay factories have 
been announced by General Electric’s 
lamp department, with headquarters 
at Nela Park, Cleveland 12, Ohio. The 
new light sources are seen as a timely 
contribution to the nation’s accelerated 
program of defense and civilian pro- 
duction. 

Because almost no dirt collects on 
the bottom of the bulbs, the only place 
where light is emitted, the new lamps 
are said to be especially desirable in 
high-bay areas in such places as foun- 
dries, welding shops, and other loca- 
tions in which dirt collection normal- 
ly causes severe reductions in light 
levels. 

Produced in both 500- and 750-watt 
sizes, the lamps employ a new bulb 
design, the R-52, having a special con- 
tour to distribute the light downward 
for effective use in the working areas, 
and a cutoff to give reasonably com- 
fortable brightness down to 35 degrees 
below the horizontal. 

Much early use of the new lamps 
is expected in existing fixtures, and 
especially those whose reflectors have 
deteriorated from age, chemical corro- 
sion, or accumulation of dirt and 
grime. This shielding will serve to 
protect the lamps from mechanical and 
water breakage. 


Adequate Wiring 
(Continued from page 28) 


serves as chairman of the Bu- 
reau’s Adequate Wiring Commit- 
tee and writes a monthly column 
for the Bureau’s AW Bulletin on 
“Let the Code Decide.” 

The second day’s session open- 
ed with a forum on the present 
requirements in the national 
standards of home wiring ade- 
quacy. The forum was moderated 
by H. R. Stevenson, chairman of 
the Industry Committee on In- 
terior Wiring Design. He was 
aided by several other members 
of the Committee who were pre- 
sent to answer questions from the 


% Homes with larger 
than No. 6 service 


Total Branch Cir- 
cuits per Home 


. .. Total Outlets per 
Home 











late F tha Se ge wiaale 
EASTERN FIXTURE CO. 


170 VERNON STREET, BOSTON 20, MASS. 
Y & FEIGEL 


S. L. BAGBY CO. 
B22 West Morehead St 
Charlotte, N.C 


FRANK E KEENER 
169 F; ve 








City A 


floor and to listen to arguments 
pro and con from local promo- 
tional people on standards re- 
quirements. The forum was ar- 
ranged to help the Committee in 
their contemplated revision of the 
standard. 

Following the forum, M. R. 
Norton, secretary of the Central 
Wisconsin Adequate Wiring Bu- 
reau, described the results of a 
four city survey to determine the 
effectiveness of adequate wiring 
promotion. Four small cities of 
less than 10,000 were chosen for 
the investigation. In City A, there 
was no AW promotion of any kind 
during 1950. In City B, there was 
considerable newspaper advertis- 


City B City D 


56.52 


9.18 


ing and a few meetings on ade- 
quate wiring. In City C, there 
was hardly any advertising but 
some consumer attendance at 
meetings. And in City D, there 
was extensive promotion of certi- 
fied wiring through direct mail, 
sales contacts, industry and con- 
sumer meetings. A survey of the 
wiring systems installed in 1950- 
built homes showed the results 
given in the above tabulation. 

Similar surveys in other areas 
might show considerable varia- 
tions from these findings, Norton 
stated. However, his organiza- 
tion believes the indications are 
fairly obvious that a certification 
program is the effective 
method of adequate 
wiring. 


most 
promoting 


R. W. Wilson, manager of com- 
mercial sales for Kentucky Utili- 
ties and a member of the National 
Bureau’s Plan Committee, then 
staged a consumer presentation 
on the effects of overloaded sys- 
tems. Wilson showed, through 
use of a live board, the reduction 
in lighting brilliance as devices 
are added to a branch circuit. 

The conference concluded with 
an open forum discussion on sub- 
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FinE KAOLITE 
WALL BRACKETS COMPLETE WITH GLASS 


UNSURPASSED QUALITY AT COMPETITIVE PRICES 


Smooth, white, sanitary, easy-to-clean, fine electrical porce- 
lain, made in Paulding’s own pottery. Modern design, quality 
features and dependable performance make these fixtures out- 
standing values at competitive prices. All four have convenience 
outlets. All are wired and equipped with mounting straps ready 
for installation. All are approved by Underwriters’ Labora- 
tories. 


PAULDING ELECTRICAL PORCELAIN 


Standard since 1911 — is approved by architects and recom- 
mended by contractors and engineers. Specify it for Schools, 
Hospitals, Hotels, Homes, Restaurants, Institutions, Industrial, 
Commercial, Government and Municipal establishments. 


SPECIFICATIONS AND RATING 


All models fit 34%" or 4’ or Gem X outlet boxes. The bases 
of 1795 and 1805 measure 514” x 5”. Those of 1715 and 1775 
measure 6"’ x 454". Copper screw shells are cadmium plated. 
Convenience outlets equipped with double-wipe contacts. Rat- 
ing: Pull Chain: 250W-250V; Keyless: 660W-250V; Outlet: 
15A-125V or 10A-250V. 





*‘e 1775, 1715, 1795, 1805 — Pull Chain with Convenience Outlet 
MODELS 1776, 1716, 1796, 1806 — Keyless with Convenience Outlet 
AVAILABLE 1777, 1717, 1797, 1807 — Pull Chain no Outlet 
1778, 1718, 1798, 1808 — Keyless no Outlet 
750, 805 — Pull Chain Replacement Socket 








Write us direct for prices or see Paulding’s Line in 
SWEET’S Architectural File 


JOHN 1. PAULDING, INC. 
NEW BEDFORD, MASSACHUSETTS £ 
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Yours is a BIG and 


PROFITABLE market 


for» 


Fans! 


@ More “Buffalo” propellor fans are being sold 
every year. And now’s the time to line yourself 
up for the biggest year yet in home and commer- 
cial cooling — with these “Buffalo” Fans: 


“Buffalo” ATTIC FANS 


Dealers sold thousands last year! Quiet running, 
easily installed, durable! Complete range for 
vertical and horizontal installation. WRITE FOR 
DETAILS! 


“Buffalo” BREEZO FANS 


They’re volume sellers because fine quality guar- 
antees long life and economical operations! 
Sturdy and rigid. They LAST! 8” to 24” sizes. 


WRITE FOR BULLETIN 3222-F AND PRICES! 


+ For 


COMPANY 


BUFFALO, NEW YORK 


BUFFALO © 


210 MORTIMER STREET 
Canadian Blower 





BREEZO FANS 
E BLOWERS BELT-AIR FANS 


Ll BUFFALO ANS ARRY THIS ABEL 








CEIL- HEAT 


ELECTRIC RADIANT 
CEILING CABLES 


SO EASY TO 


Install! 





“Before we knew it, Ceil Heat 
was installed and the 
plastering was done in our 
48-unit Skyline Apartments, 
completed last year. The 
installation costs were equal 

to or less than other types of 
heating equipment — and 
comments from occupants have 





MR, R. M. CONDRA 
Contractor- 
Engineer 
Nashville, 

Tenn. been extremely gratifying.” 


THERE is no faster, or cheaper method of 
installing a complete modern heating plant 
to furnish maximum comfort and conven- 
jence, than with Ceil Heat. Now, everyone 
an enjoy carefree, automatic heat with the 
evolutionary electrical ceiling cables that 
provide invisible radiant heat from above 
gust like the sun. 
: 


i 


5 THOUSANDS OF USERS—In Tennessee and 
Mmearby states where Ceil Heat was first installed 
users report that it has withstood the severest 
Winter of a lifetime—has kept their homes cozy 
warm even on the coldest days. 


NEW FREEDOM OF DESIGN—Cei!l Hear 
makes it easier for architects to design more 
beautiful, more efficient homes by utilizing space 
formerly needed for registers, radiators, pipes, 
furnace, fuel storage, and cellar 


EASY TO ESTIMATE.EASY TO INSTALL— 
Just staple the cable to the ceiling base according 
to simple Ceil Heat engineering directions, and 
cover with plaster. Quickly installed by a local 
electrical contractor. Simple to calculate heat loss 
and cable required 


SAFE—Invisible Ceil Heat is out of reach of 
fingers, furniture and drapes, yet it keeps floors 
toasty warm. Its low temperature makes it the 
safest heating system from standpoint of fire, 
burns or explosions 


TROUBLE FREE—Ceil Heat is waterproof, non 
pcorrosive nothing to get out of order. Fully ac 
Fceptable for FHA financing, G.I. insured loans, etc. 


CEIL HEAT IS THE STANDARD — Radiant 
ceiling heating is now used in homes from coast to 
coast. There is no finer system 
for uniform, low-cost carefree 
warmth. And, Ceil Heat sets 
the standard. Perfetted solely 
by Ceil Heat Div., Homes, Inc. 
Sold only through electrical dis 
tributors to approved licensed 
electrical installers. 





Lieeted FRANCHISE area, avatable 
Write tedey 
THE SUN 77 


I —— ee eee 


CEIL HEAT Division, Homes, Inc., Dept. E.S.3 ' 
P. O. Box 1167, Knoxville, Tennessee. 


Please send m without ob 
NAME 


FIRM 
ACDRESS 


© #. 1. 1951 


CiTy i _ZONE STATE__ 


56 


jects introduced from the floor. 
O. C. Small, manager of the Bu- 
reau, was the discussion leader. 


Fixture Sales 
(Continued from page 27) 


follows up each phase of the sale 
with action. When getting the 
lighting fixture order he tells the 
customer. that he must be sure to 
select the types early. He puts 
down on the order the type of fix- 
ture for each room, such as one 
kitchen light, bathroom set with 
ceiling and cabinet unit, number 
of bedroom fixtures, and so on, 
stressing that now all the cus- 
tomer has to do is to select the 
styles since he has ordered the 
correct number. 

As early as possible he has the 
customer to make his selection. 
If the selections are not in stock, 
they are ordered. Another im- 
portant feature is to notify the 
customer that the missing units 
have been ordered from the fac- 
tory or distributor—specially or- 
dered for his house, which of 
course they are, but the customer 
needs to know that this action 
has actually been given for him. 

In selling the fixtures in the 
first place, Pursley stresses the 
fact that no home is complete un- 
til the lighting fixtures are in and 
in answer to any statement that 
lighting fixtures are not much in 
style any more, particularly for 
small homes, Mr. Pursley coun- 
ters with: 

“Overhead lighting has never 
been out of style and will never 
go out of style. Those who are 
advised to leave such lighting out 
of their homes are advised so sim- 
ply because it will cost a little less 
to leave them out, and the best in- 














WANTED—SALES MANAGER 


tabliched 





facturer of ELECTRICAL 
PORCELAIN specializing in HIGH VOLTAGE 
INSULATORS (Pin Type & Suspension), together 
with comolete line of PORCELAIN AND BAKE- 
LITE WIRING DEVICES, STANDARD, RAD 
T-V INSULATORS, rouees services of a HIGH 
GRADE Loa! MANAGER, Bat oH familiar 
with ELECTRIC JOBB'N LINES, PUBLIC 
UTILITIES REA, BUREAU OF RECLAMATION, 
etc. OFFI ¥ o 1 principal cities, necessitat- 
ing reason traveling contacts. SALARY 
OPEN. EXCELLENT OPPORTUNITY in offering 
with concern of 28 years’ successful manufac- 
turing. WRITE TODAY stating experience, edu- 
cation, age, family, etc. All replies will be held 
confidential. 
Box 648, Electrical South 
806 Peachtree St., N. E.,Atlanta, Go. 








terests of the customer are not 
being followed. Often owners who 
have left out ceiling fixtures later 
want them installed, and this 
costs a great deal more. Over- 
head lighting is desirable, it is 
practical and useful, and leaving 
any of it out should never be even 
considered by the owner who 
wants to be proud of a completed 
home.” 

Probably the building contrac- 
tor who is building a string of 
houses is the hardest to sell on 
lighting fixtures, although the 
builders for whom Mr. Pulsey has 
been wiring houses have _ be- 
come convinced that light fixtures 
make the sale of the house easier. 


Industry Talks 
(Continued from page 26) 


meeting was the address by Harl- 
lee Branch on the subject “Elec- 
tricity in the Growing South.” 
The speaker pointed out that the 
South had made _ substantially 
greater progress in recent years, 
electrically speaking, than the na- 
tion as a whole. 

“In the seven southeastern 
states,” he said, “generating capa- 
city has increased from about 2.5 
million kilowatts in 1929 to 3.9 
million kilowatts in 1939 to 7.6 
million kilowatts in 1949. 

“The increase in 1939 over 1929 
is 55 per cent, whereas the in- 
crease for the nation as a whole is 
26 per cent. 

“The increase in 1949 over 1929 
for the Southeast is 2 
whereas the increase for the na- 
tion as a whole is 112 per cent. 

“The tremendous increase in 
generating capacity in the South- 
east during the last two decades 
will be more than matched in the 
years that lie ahead. Indeed, it 
appears likely that all records for 
expansion of facilities will be 
broken. For example, the Geor- 
gia Power Company will spend 
more than $135,000,000 on new 
facilities during the four-year 
period from 1950 through 1953. 
and the Southern Company group 
(which includes our company. 
Alabama Power Company, Gulf 
Power Company, and Mississippi 
Power Company) will spend in 
excess of $278,000,000 on new 
facilities during the same period. 
The greater portion of these ex- 


06 per cent, 
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Nowadays everyone’s concerned about the way things will shape 
up a couple of years hence. There’s one thing of which everyone 
can be certain. Perfect-Line will constantly strive to make 
prompt deliveries of quality wiring devices, lighting equipment 
and ventilating fans available to its customers at the best prices 
possible. Our past proves it. Our present emphasizes it and, to 
be perfectly honest about it, our future depends on it 


WE APPRECIATE YOUR BUSINESS 


PERFECT-LINE 


MANUFACTURING CORP. 
HICKSVILLE, L. I., N. Y. 
Sales Representatives 
L. V. HENDERSON EDWARD W. FISHBURNE 
Atlanta, Ga. Greensboro, N. C 
HUTSON COLCOCK ROBERT W. FISHBURNE 
New Orleans, La Richmond, Va. 


WIRING DEVICES -LIGHTING EQUIPMENT: VENTILATING FANS 








— AOS Fae 
»Y-ER Eas; 
—~o | Say: “WIRE EASE’ Be: 

. i ok 


WIRE PULLING LUBRICANT 
FOR Lead, Rubber, Braid or 
Synthetic Covered Cables 


Will not deteriorate in transit or storage 
Gives more “slip” to electric cables 

Not messy or greasy to use 

Not harmful to hands or clothing 


Prevents sticki d setting of i 
— oO oN a Write for 


Will not run back on cables 


Facilitates removal of cable at 
a later date 


Recently re-tested and approved 


by Underwriter’s Laboratories, 
Inc. 


At all leading Electrical Supply Houses 


ELECTRO COMPOUND CO. 


f 3812 W. 150th Street @ Cleveland 11, Ohio 
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American Blower Model A Ventura Fan. Built in 12 
sizes, capacities from 1000 to 9700 cfm, free delivery. 


BEAUTY SELLS 


A beautiful, well-balanced design is just one of many 


attractive features that keeps this American Blower 


Ventura Fan in strong demand. 


Add to this beauty—quality construction, reasonable 


price, easy installation and Certified Ratings—and you 
have the characteristics which satisfy a customer and 


build a good reputation for you. 


You can profit most in the rapidly expanding market 


for ventilating equipment by selling time-honored, top 


quality American Blower products 


Phone the nearest 


American Blower Branch Office for data. 


AMERICAN BLOWER CORPORATION, DETROIT 32, MICH. 
CANADIAN SIROCCO COMPANY, LTD., WINDSOR, ONTARIO 


Division of Amenicay Ravuator & Standard Sanitary corronanon 
Sell quality! 


AMERICAN BLOWER 


Air Handling Equipment 





Model C Ventura 
Attic Fans—Built in 
capacities up to 
21,500 cfm for either 
vertical or horizon- 
tal operation. Low 
power consumption, 
quiet-operating. 


Seruing home and 


RICATOR « KEWANEE B 


RCH SEATS ® 


rs 


Utility Sets—Fine as 
supply or exhaust 
fans in stores, schools, 
etc. Have Aileron 
Control for regula 
tion of air flow. Ca- 
pacities from 517 to 
17,925 cfm at 4” SP. 


induc sdny 


Aeropel Kitchen Fan 
—Exhausts kitchen 
heat, smoke and 
smell. Keeps kitchens 
fresh. Winner of two 
Fine Arts Awards for 


beauty and utility in 
the home. 














‘ALL TYPES 
UP TOFIVE 
GANG - IN 
ATLANTA 
’ STOCK 


Satin, polished 
and chrome plat- 
ed finishes. 


AV AILABLE 
NOW 


throuah your wholesaler 
W. J. MILNER AND CO. 
602 Marietta St., N. W. 
Atlanta, Ga. 
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penditures will be for new gen- 
erating capacity. All of the other 
electric utilities of this section are 
planning substantial increases in 
their generating capacities. 

“In kilowatt hours generated 
the Southeast increased 430 per 
cent between 1929 and 1949 while 
the nation asa whole increased 
223 per cent. 

“Just in the past 10 years, or 
between 1939 and 1949, the num- 
ber of kilowatt hours generated in 
the Southeast increased three 
times, or 200 per cent, while the 
increase for the nation in the 
same period was 137 per cent. 

“The number of residential cus- 
tomers, including rural customers, 
in the Southeast increased 49 per 
cent between 1929 and 1939 and 
276 per cent between 1929 and 
1949. 

“For the nation as a whole, the 
mumber of residential customers, 
‘including rural, increased 22 per 
cent and 85 per cent in the same 
periods. 

“The average use of electric 
service per residential customer 
is substantially higher in the 
Southeast than in the nation as a 
whole and the increase has been 
greater in the past 20 years. The 
increase for the Southeast has 
been 273 per cent; for the nation, 
220 per cent. 

“In rural electrification the 
Southeast at one time was far be- 
hind some of the more prosperous 
and more densely populated areas 
of the nation. During the last 14 
years, however, the growth in this 
area has been very rapid. We 
have caught up with the rest of 
the country, or very nearly done 
So. 

“In Georgia, the job of rural 
electrification, through co-opera- 
tion of the private industry and 
the Rural Electrification Adminis- 
tration, is virtually complete. Un- 
official figures compiled for the 
Governor in 1950 showed that 
over 95 per cent of the farms had 
central station service available.” 








STA-BRITE SETS THE PACE 
* INTHESOUTH * 


If it’s fluorescent 
MAKE IT SLIMLINE 
STA-BRITE FLUORESCENT MFG. CO. 
325 NW 22nd Lone, Miemi, Fie. 





Motor Maintenance 
(Continued from page 23) 


of poor foundations, misalign- 
ment, vibration, thrust from cou- 
plings, dirt under and over lubri- 
cation, and frequently the wrong 
lubricant—all this in addition to 
their real job of supporting a 
rapidly revolving part. 

Elsewhere suggestions are 
made to minimize or eliminate 
some of these causes of failure. 

The first requirement of suc- 
cessful bearing operation is lubri- 
cation: This entails more than 
just an adequate supply of lubri- 
cant; the lubricant, the bearing 
design, and its condition must be 
correct. 

Sleeve bearings sustain the es- 
sential oil film to prevent metal- 
to-metal contact between the 
shaft and the bearing surface. 
Properly designed bearings have 
adequate area for the load, proper 
oil grooving, working oil rings, 
and suitable materials. 

Safe operating temperature for 
bearings under normal operating 
conditions is considered to be 
40° C rise above the surrounding 
room air. At this temperature a 
bearing feels only comfortably 
warm to the hand. Assuming 
proper mechanical condition of 
the bearing, whether sleeve or 
ball, and the bearing assembly, 
and assuming that proper lubri- 
cants are used, temperatures ele- 
vated above 40° C rise call for 
immediate investigation. 

In a sleeve bearing the oil sticks 
to the shaft and is dragged along 
by the rotation of the shaft so as 
to form a wedge-shaped film be- 
tween the shaft and the bearing. 





ALWAYS SPECIFY THE BEST 
WHITER THAN WHITE 


TL 
Sha: 
oa 


@ industrial 
@ Commercial Floodlighting 


© Pump Island Installations 


The JONES METAL PRODUCTS CO. 
WEST LAFAYETTE, OHIO 


Sold Exclusively through Electrical Wholeselers 
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This film of oil carries the load, 
and prevents metal-to-metal con- 
tact. So long as this film is estab- 
lished and maintained there is no 
metal-to-metal contact in the 
bearing while the shaft is rotating, 
and, therefore, no _ perceptible 
wear. 

Two outstanding considerations 
govern the maintenance of sleeve 
bearings. First, is to insure the 
existence of the oil film once rota- 
tion has begun. Use the right oil. 
The second is to minimize the de- 
structive effects of metal-to-metal 
contact when the film is lost, eith- 
er by accident, or during the 
starting period. Use the right bab- 
bitt. 

For sleeve bearings, proper 
maintenance keeps oil well-filled 
to the proper level and the oil 
rings turning freely. New oil 
should be added only when the 
motor is at rest to prevent over- 
filling of the reservoir. Oiling of 
bearings is more often overdone 
than underdone. Sleeve bearings 
which require frequent refilling 
and thereby leak oil onto the sta- 


tor windings should be replaced 
with sleeve-type brackets and 
bearings. 

It is well known that oil rings 
generally carry far more oil than 
is necessary for proper lubrica- 
tion of the bearing. When run- 
ning, most of this oil is carried on 
the outside diameter of the rings. 
This excess oil causes splashing 
and spray inside of the bearing 
housing. Air currents that pass 
through the housing pick this 
spray up and deposit it on motor 
windings. Sealing the bearing 
against the entry of air currents is 
therefore necessary and is accom- 
plished in all modern designs by 
close tolerances, felt seals, and air 
by-passes to offset blower action 
of rotating parts. 

The purpose of the felt washer 
in these seals is often misunder- 
stood. The real purpose of the 
felt is to keep out air and dirt. 
In itself it has little value for pre- 
venting leakage of oil once it be- 
comes oil-soaked. Bearing wear, 
which means radial movement of 
the shaft, spoils the effectiveness 


of the bearing seals. Replace all 
felt seals at the same time when 
replacing sleeve bearings 

These felt seals should be ord- 
ered from the manufacturer of the 
motor. If it is necessary to make 
them in an emergency, use high- 
grade felt not less than ™%-inch 
thick before compression. Make 
the inside diameter of the washer 
the same as the shaft or slightly 
less. Cut the felt true with edges 
at right angles to the surface of 
the felt. 

Oil leakage is generally aggra- 
vated by high temperatures. Keep 
bearings cool and use an oil that 
does not foam easily. 

Ball Bearing Trouble 

Ball bearings have become in- 
creasingly important with the use 
of totally inclosed and fan-cooled 
motors. In a sleeve bearing, as 
just explained, the shaft when in 
motion is separated from the 
bearing by the oil film. In a ball 
bearing, a series of steel balls act 
as. the separating medium, both 
when the motor is stationary and 





Still Delivering On Prompt Schedule 





NATURLTE 


S. PAT 


Compare our Prices, 


Quality and Service 


1035 Firestone Bivd., Memphis, Tenn 


Fluorescent Fixtures 


@ Write Today for Illustrated 
Catalogue No. 5! 


LIGHT & POWER UTILITIES CORPORATION 


175 5th Ave., New York 10, N. Y. 











SEE 





“Handbook of Residential 


your copies. 


Handbooks of Adequate Wiring 


Two valuable booklets avail- 
able with Electrical South. 


Wiring 
“Handbook of Farmstead Wiring 
marizing the lates: authorative information on ade- 
quate wiring systems, may be obtained with a three- 
year subscription to Electrical South at the special 
price of $2.50 for a limited time. Send name, ad- 
dress, and remittance at once to make sure of getting 


Wy) 


Design” and 
Design” sum- 


APPROVED 
FOR 600V. AS PRESSURE 
CABLE CONNECTORS 


Stronger, Safer Pigtail Splices! 


DEAL 
“Sen a 


¢ Cc «vill skirt and heavier, 


gt. shell make extra-safe pig- 
tail splices. Actually withstands 8000 
volt dielectric and air gap tests . . . 80 
Ib. “pullout” test. Makes permanent, 
corrosion-proof splices in just a few 
seconds without solder or tape. Per- 
mits visual inspection of joints at any 
time ! Easy to unscrew and re-use when 
making circuit changes. Two sizes for 
all common wire combinations! Try 
this better connector today! 


MAIL FOR FREE SAMPLES 
| MAIL FOR FREE SAMPLES 
“y — gar Inc. TOE 
| Sycamore, ‘itiects ae 
Please send FREE SAMPLES of IDEAL Set 
Screw Wire Connectors 


ELECTRICAL 
806 Peachtree St., N. E. 


SOUTH 


Atlanta 5, Ga. 














ELECTRICAL SOUTH for MARCH, 1951 


Make joints 
you can see, 
set and forget! 


Sold Through America’s 
Leading Distributors 


COMPANY_ 
ADDRESS__ 


| 
| 
S senms | 
i 
| 


 _=- —_ 
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UNIVERSAL Tap Connector 
Made in 3 Surface Finishes 


Approved by Engineers and 
Contractors doing R E A work 


Effectively used as guy line ground, or 
transformer and lightning arrester con- 
nection to A.C.S.R. or copperweld con- 
ductors where the diameter may be from 
8-A copperweld to .595” A.C.S.R. 
armour rods. 


ADAPTABLE TO A WIDE RANGE OF USES 





WRITE FOR BULLETIN 8-A 
KRUEGER & HUDEPOHL 


J VIME AT THIRO-ES * CINCINNATI 2, OHIO 





NON-METALLIC — BX. 
& GROUND WIRE 


SERVICE ENTRANCE CAP 


Sold Thru 
Your Local Wholesaler 


ATLANTIC CONDUIT 
FITTINGS CO, 


BOSTON, MASS. 


when it is running. 

To keep the steel balls uniform- 
ly distributed around the bearing 
a cage or retainer is used, each 
ball having its own: pocket. The 
balls have rolling contact with 
the raceway, but sliding contact 
with the surfaces of the retainer. 
This means that lubrication is ne- 
cessary. 

Most ball bearings used in hori- 
zonal motors are grease-lubri- 
cated although some _ supplied 
with vertical motors use oil. Fol- 
low the advice of the motor manu- 
facturer in selecting a suitable 
grease. Carelessness in allowing 


‘ containers to remain open often 


causes trouble from abrasive dirt. 
Soda-base soap greases are usual- 
ly preferred on account of their 
high melting-point ana their sta- 
bility. They mix readily with wa- 
ter, however, and tend to form 
an emulsion. 

Ball bearings in distress can 
usually be detected by undue 
heating or by unusual noise. 
Broken or nicked balls cause 
rapid destruction of the bearing. 
They can be detected by the 
“clicks.” 

If the conventional 40° C rise 
above the surrounding air is ex- 
ceeded, look for an _ overfilled 
bearing, since the first result of 
over-greasing is heating caused 
by churning of the grease. The 
general rule is that the housing 
should not be over half full. Clean 
the old grease from the bearing 
and from the housing once a year 
and replace it with new grease. 
Average service is assumed. 

After the machine is disman- 
tled, the bearing should be care- 
fully wrapped in clean cloth or 
paper to protect it from outside 
dirt. Remove all old grease from 
the housing and clean the housing 
and the bearing either in Stod- 
dard solvent or in carbon tetra- 
chloride. This is a difficult op- 
eration because particles of grit 
are not soluble and are removed 
with difficulty. Remove final re- 





. tight. 


sidue of cleaning medium with a 
light oil before filling with new 
grease. The container of fresh 
grease must be carefully protect- 
ed from dirt. Keep the cover on 
Use a clean, non-metallic 
paddle for applying the fresh 
grease. 


Valance Lighting 
(Continued from page 18) 


customer asks that the price be 
“cut down a little,” the contractor 
can offer the less convenient but 
inexpensive pull-chain switch. 

Color of lamps used should be 
selected for results desired. Ordi- 
narily, the warm-tone lamps give 
the most light and are most satis- 
factory from a decorative stand- 
point. 

The channel itself should be 
fixed to the wall using necessary 
wood blocking to provide distance 
needed to bring the lamp at least 
4 inches from the wall. The chan- 
nel length required will be deter- 
mined by the over-all length of 
the valance. For best results, the 
lamps should be arranged end to 
end to make a continuous strip of 
light. 

Reeves finds that home owners 
in increasing numbers are seek- 
ing the answer to home lighting 
problems from people qualified to 
advise them. 

“The contractor,” he empha- 
sizes, “should do his best to be- 
come an authority on home light- 
ing problems. He is the consum- 
er’s most convenient source of in- 
formation on the subject.” 

It may be concluded that the 
contractor should not be “down” 
on something he is not “up” on. 














FOR SALE 


Three standby lights, Exide Lightguards. 
Catalog No. 32727. Excellent Condition. 
P. O. Box 1420, Columbus, Go. 











A COMPLETELY INSULATED 


CLOSE TOOL FOR < PUSH ON INSULATOR 
7 TURN UP RED 
‘pres-SURE-crimp FLUSH WITH CAP @ ft 


SECURITY RING 
ONLY 2 Splice Caps for 2 # 18 to 3.4 8 wires 


OMLY 1 “Termend” tor 
1 #16 to 148 wire 


Write For Catalog S105 
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LAMPS UNLIMITED—The Dallas Lamp, Gift and Houseware 
Show is assuming increasing importance in the Southern 
Market. More than 2,000 buyers from 32 states attended 
the week-long showing in February, at the Fair Park 
Ground, in Dallas, Texas. Next show dates are Sept. 2-7. 


IN THIS ISSUE: 


What a Franchise Should Mean 


TV Promotion Starts with Service .... 


Maintaining Profit on Smaller Volume 90 





So much MORE for the money! 


more to see... 
more to show... 
more fo sell! 


Arvin |V 


Vy] VISIBLE VALUE 


You can see the difference! 


Arvin 16” Table Model 2161TM 


Popular Arvin 16” Console Model 2160CB 


Let them look! Let them listen! 
Let them compare! The big, 
sharp, steady 16” picture—the $ g5 
superb styling and dependable 
performance of this popular 
Arvin give you an edge on all Cm aahageny, SPORES) 
$2395 competition! Whether they 
prefer the richness of imported 
Same fine features as 2160CB in a beautiful mahogany veneer or the modern beauty of Limed Oak, 


falc Table to match you have all these advantages to help you out. 











Other models from $129.95. Prices subject 
to change without notice. All prices plus 
federal excise tax and warranty. All prices 
slightly higher in Zone 2. 


All 1951 Arvin televisi i are designed 
for easy conversion to receive color broadcasts 
d under lished FCC dard 


Rectangular No-Glare Black Tube 

Straight AC circuit, 19 tubes including rectifiers 
Exclusive Arvin Velvet Voice tone system 
Powerful electro-dynamic speaker 

Horizontal automatic frequency control 
Electromagnetic deflection circuits 

Automatic gain control 

Phono-jack and built-in antenna 








ARVIN ALSO OFFERS AMERICA'S 
AOST COMPETE BANS tae Write for the name of your nearest distributor! 
r 
Prices from $13.95 upl Television and Radio Division 


ARVIN INDUSTRIES, Ine. 


Columbus, Indiana 
(Formerly Nobdlitt-Sparks Industries, Inc.) 
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Remember a few years back when your customers 
wanted durable, not duration merchandise? You 
remember, America remembers, and this time your 
customers will look for products that last—prod- 
ucts like Emerson-Electric Window Fans. You'll 
find it will pay you to stock these window fans 


whose very name means dependability to thou- 
sands of satisfied users across the country. And 
again this year Emerson-Electric offers a complete 
line of window fans designed to do a quiet, effi- 


AGAIN THIS YEAR ... EMERSON JUNIOR WINDOW FAN 


Here is a real budget fan 
value. Equip) with de- 
pendable single-speed 
Emerson-Electric motor 
and quiet 16-inch over- 
lapping blades. Fan and 
adjustable panels in ivory 
enamel, One-Year Guar- 
antee, priced at $37.50. 








cient job of ventilating a small apartment or a 
large home. Another sales-clincher is the famous 
5-Year Guarantee, more important than ever in 
the eyes of your customers! Fan-Plan with the fu- 
ture in mind . . . contact your nearest Authorized 
Emerson-Electric Distributor, or write for Cata- 
log No. 617. 


THE EMERSON ELECTRIC MFG. CO. 
St. Lovis 21, Mo, 


2-SPEED, 16-INCH WINDOW FAN 


with carrying handle and 
adjustable panels. Can be 
used as daytime air circu- 
lator. Has removable pro- 
tective guard on discharge 
side. Two speeds. Lists at 
$49.50. Powerful 20-inch 
model (no handle or out- 
side guard), $68.50 list. 
5-Year Guarantee. 








ALL-PURPOSE 16-INCH 
CONSOLE-WINDOW FAN 
By day a powerful circulat- 
ing fan, by night an efficient 
window fan. Has approxi- 
mately 60 speeds. Modified 
Chippendale design mahog- 
any cabinet. Carrying han- 
dies, protective grille front 
and back. Five-Year Guaran- 

tee. $52.95 list. 








BELT-DRIVE 
WINDOW FAN 


has two speeds, perfectly bal- 
anced blades, quiet rubber- 
mounted motor; finished in lus- 
trous ivory enamel. Available 
in 24- and 30-inch blade sizes, 
now listing at $89.50 and 
$105.50. 5-Year Guarantee. 





EMERSON <’— ELECTRIC 


FANS »>MOTORS ——*— APPLIANCES 
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Boost Refrigerator Sales 


PO 


Protits | Ppevetop Quickty 


when you sell the brand new 1951 Deepfreeze Refrigerators! 


ewe meee eee ee eee eee eee 


| They're New Inside and Outside ... 
| They're So Wonderful to Live With! 


customers see in Deepfreeze Refrigerators 
are just what they want! Beauty in new 
design...a wealth of new convenience 
...aplace and space for everything ... plus 
dependable performance make Deepfreeze 
Refrigerators easy to sell. Deepfreeze has 
carefully surveyed the market and designed 
the line that is packed with sales clinching 
features. Check the many important 
Deepfreeze advantages ...see why the 
Deepfreeze franchise is wonderful to live 
with! It’s the franchise with a future— 
in 1951! 


; 
| The brand new, advanced features your 
j 
| 








meen 


The “Wonderful to Live With” AND THERE ARE MORE FAMOUS 
Deepfreeze Refrigerator FEATURES THAT MAKE DEEPFREEZE 
with the “most important door in your home™ DELIGHTFULLY DIFFERENT! SIX EX- 
* EGGSTOR—handy egg storage, with visual inventory! CATING NEW MODELS FOR EVERY 


Right upin front. * BUTTER BOX — with Spread Control, keeps FAMILY’S NEEDS! 
butter ready to spread. Holds one pound in attractive 
serving tray! * HANDY JUGS—two one-quart boftties for 
chilled juices or water. Ready to serve. Easy to use—at 


your fingertips. * HANDY BIN—for the convenient storage In °51—GO BU y THE NAME— 


of small greens, fruit and vegetables. Removable for 


greater utility. © BOTTLESTOR—easy to reach. Holds tall 
quart beverage and milk bottles. 


RADE-MARK-REG, U.S. PAT. OFF. 


Cm nome FREEZERS [f}] termicenarons (ee ELECTRIC RANGES -al| ELECTRIC WATER HEATERS 
oe ad , 


All Products of Deepfreeze Appliance Division, Motor Products Corporation, North Chicago, Illinois 
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rogressive Pealers Qualify! 


After you’ve seen all others, see the new 1951 Deepfreeze Appliances ! 
You'll sign the Franchise with a Future because it gives you the appliance 
line America wants! The wonderful new Deepfreeze products feature 
new convenience, new beauty and revolutionary new features. 
Dramatically different, they represent the improvement dealers and 
consumers expect from this Famous Name Manufacturer. 

In 1951—as always— Deepfreeze can be the profitable mainstay of your 

business. Get the complete appliance picture . . . see the great new Deepfreeze line. 


fw 


To meet its fast-growing demand 
Deepfreeze expanded production facil- 
ities with a new refrigerator plant. 
This means new opportunities for 
more Deepfreeze Dealers to build their 


See Your Distributor... P.D.@. 


for details about the greatest appliance 
franchise for °51! 


Your Deepfreeze franchise gives you a head start for greater 
appliance profits in’51 ! Have your Deepfreeze distributor explain 
it in detail . . . find out what Deepfreeze will do to help you sell. 
You can share in the new Deepfreeze profits from the very start ! 


businesses with a fast-growing appli- 
ance line! Take advantage of this 
historic opportunity—P.D.Q. Join the 
aggressive family of appliance dealers 
who are going places with Deepfreeze ! 


Or Send Coupon for All the Facts? 


Deepfreeze Appliance Division 
Motor Products Corporation, North Chicago, Illinois 


Gentlemen: I’m interested in the greatest appliance fran- 
chise for ’51! Please give me the complete story P.D.Q. 


MWame 
Freel 


City 








Fone__Hlale 


© 1951 Deepfreeze Appliance Division, Motor Products Corporation. 
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Farm and Ranch—Southern Agriculturist 


YOUR 
DIRECT 
LINE 10 
MORE 
BUSINESS 


inthe ELECTRIFIED SOUTH 


I. today’s New South there are more electrified farms 
and ranches than in any other section of the United 
States... 


AND Advertisers reach more Southern farms and 
ranches with Farm & Ranch-Southern Agriculturist than 
through any other magazine of any kind! 


Yes, 2,282,000 Southern and Southwestern farms and ranches 
are electrified today—a 290% gain in the last nine years. This 
means millions of new customers for electric refrigerators, ranges, 
washing machines, sinks, bathrooms, electric pumps and scores 
of other items. 





It’s a rich field for retailers of electrical equipment— 
and Farm & Ranch-Southern Agriculturist is the manu- 
facturers’ and distributors’ direct line to this vast elec- CIRCULATION 
trical market. Sales support for you reaches more well- GUARANTEE 

to-do Southern and Southwestern farm and ranch fam- 

ilies through Farm & Ranch-Southern Agriculturist than 1 290 000 
through any other single advertising medium! 


en AND RANCH putisuine co 


318 MURFREESBORO ROAD NASHVILLE 10, TENNESSEE 
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“in 
This Spe ower Springing one national 
advertisement after another... 


Feo 

ao HEGIN TWIN-BRUSH 

POLISHER ang SCRUBBER yy 
J 


13 LEADING MAGAZINES + 125 MILLION READERSHIP 


America’s No. 1 
Polisher and Scrubber 
Same $ LY) 
Low Price fey. 


FROM COAST TO COAST 


The REGINA Corporation, Rahway 35, New Jersey 
Please send 
Name and aadress of distributor for my territory 0 


HE REGINA RF al N os NEW JERSEY (iar) Regina Polisher dealer helps O 
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REACH THE MASS| MARKET 


PRO TABL BLY 


A, a * 
ay § aks a : ay n¥deee? a oe 


. IT’S BEEN DONE WITH MORE THAN 
25,000,000 DOMINION APPLIANCES BY THOUSANDS 
OF DEALERS DURING OUR 30 YEAR HISTORY 








All along the line there’s a trail of satisfaction. 
Users who are happy, dealers making money, satis- 
fied distributors, and a steady growth—plants add- 
ed and facilities increased—that tells its own story. 


Smart styling, intelligent engineering, and an 
honest regard for quality of materials and work- 
manship—these factors encourage us to look for- 
ward confidently to the next 30 years—and beyond. 


DOMINION ELECTRIC CORPORATION 
Mansfield, Ohio 


= 


Qenavoion 
APPLIBMCES 


QV lain Way 
yb es = 


A COMPLETE LINE OF TABLE APPLIANCES - - AVAILABLE 
THROUGH RELIABLE DISTRIBUTORS ACROSS THE NATION 
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2004—Air Conditioning Equipment. New Bulletin No. 
3158-B, “Central Air Conditioning Equipment,” contains com- 
prehensive information on this type of equipment along with 
charts, specifications, and maintenance instructions. The bulle- 
tin has been released by Buffalo Forge Co., P. O. Box 985, 
Buffalo 5, N. Y. 


2010—Water Heaters. An illustrated folder describing Bell | 


Water Heaters and the ten-year guarantee and warranty is avail- 
able from Adacar Mfg. Co., Napier Field, Dothan, Ala. 


2012—Room and Unit Heaters. Electromode Corp., 45 
Crouch St., Rochester 3, N. Y., has announced two new cata- 
logs, each of which contains descriptions, complete specifica- 
tions, illustrations of the units, and shows typical installations, 
as well as other helpful information concerning heatin elec- 
tricity. Catalog EC-62 is the industrial catalog, and No. EC-63 
is the domestic catalog. 


2014—Hot Water Heaters. Informative and well-illustrated 
data are available from M. M. Hedges Manufacturing Co., Inc., 
Chattanooga, Tenn., on their line of Mertland Automatic 
water heaters. 


2018—Electric Fans. A 28-page, profusely illustrated booklet 
describes in complete detail, this company’s line of fans. 
Booklet available from Emerson Electric Manufacturing Co., 
8lst and Florissant Ave., St. Louis 21, Mo. 


2022—Window and Attic Fans. 
completel 
the new 
has just been released by the Viking Air Conditioning Corp., 
5601 Walworth Ave., Cleveland 2, Ohio. Illustrations of auto- 
matic ceiling shutter and automatic electric timer are included. 


A four-page catalog piece 
illustrated and containing descriptive information on 
ow cost “all in one +a all window and attic fans 


2024—Flectric Water Heaters. New specification sheets are 
now available for a full line of cylinder and table top models, 
featuring the Water Hotter, from the White Products Corp., 
Middleville, Mich. 


2028—Fans. Catalogs Nos. 863 and 864, just issued by Chel- 
sea Fan & Blower Co., Inc., 639 South Ave., Plainfield, 
N. J., include descriptive copy, specifications, dimensions, photo- 
graphs, etc., of a full line of fans for residential, commercial, 
and industrial uses. These catalogs include information on 


| 


17 types of ventilating and comfort cooling equipment varying 
in size from 12 inches to 60 inches. 


2030—Electric Fans & Drills. Signal’s complete line is shown 
in a new catalog just off the press, featuring a wide variety of 
desk, pedestal, exhaust, and vent fans. Literature on drills, tele- 
graphic equipment, and motors is also available from the Signal 
Electric Mfg. Co., Menominee, Mich. 


2034—Electric Flat Irons. Full information on American 
Beauty Electric Flat Irons in a weight, a shape, a size for house 
hold, as well as every industrial and manufacturing use, is avail- 
able in literature from the American Electrical Heater Com- 
pany, 6110 Case Ave., Detroit 2, Mich. 


2038—Murray Ventilating Fans. A set of specification sheets 
is available describing the Murray line of fans, including 20 an@ 
24 inch window fans and vertical and horizontal ventilating fans, 
H. C. Biglin Co., Inc., 177 Harris St., NW, Atlanta 3, Ga., ® 
exclusive sales agent for the line which is manufactured by 
Murray Co. of Texas, Inc. 


2040—Electric Blowers and Exhausters. Bulletin 3014-D de 
scribes Types “E” and “RE” Buffalo blowers and exhausterg, 
manufactured by Buffalo Forge Co., P. O. Box 985, Buffalo 5, 
N. Y. Characteristics of the blowers, graphs, charts including 
capacities and static pressure, and exact dimensions are all com 
tained in the 8-page folder. 


2042—Window Fans. Meier Electric & Machine Co., Inc, 
3525 E. Washington St., Indianapolis 7, Ind., have available the 
following catalog sheets: Form 2207, which describes and illu 
strates each of their five Nu-air Windofans; Form 2208, de 
scribing and illustrating three three-blade and one four-bladé 
Nu-air Quiet Propellers; and Form 2209, which illustrates the 
Nu-air Windofan No. RW 240 or RW 200. 


2046—Household Electrical Appliances. Dominion Electri¢ 
Corp., 120 Elm St., Mansfield, io, offers catalog informatiog 
and detailed specifications on a complete line of table appliances, 
called “Family Favorites.” 


2056—Radiant Heaters. Edwin L. Wiegand Co., 7500 Thomas 
Bivd., Pittsburgh 8. Pa., has prepared a portfolio of Chromalox 
Radiant Heater Application Reports. In addition, the portfolio 
includes catalog sheets and technical data on the Chromalox 
“RAD” heaters. 





ELECTRICAL SOUTH, 
806 Peachtree St., NE 
Atlanta 5, Ga. 


Gentlemen: 


Please send me the bulletins and catalogs indicated. 
(Print Plainly) 





Cirele numbers below. Bulletins and 
catalogs will be mailed promptly. 





2004 
2022 
2038 
2058 
2074 
2092 
2102 
2112 
2122 


2010 
2024 
2040 
2064 
2078 
2094 
2104 
2114 
2124 


2012 
2028 
2042 
2066 
2080 
2096 
2106 
2116 
2126 


2014 
2030 


2018 
2034 
2056 
2072 
2090 
2100 
2110 
2120 


2046 
2070 
2088 
2098 
2108 
2118 
2128 
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MIMAR DYNAFAN 525 
HIGH VELOCITY CIRCULATOR 


(16-INCH FAN) 


This little big goes to market for you—and really brings home the bacon! DYNAFAN 
525 is absolutely new and revolutionary. Performance is phenomenal. More than 
3800 cubic feet of air per minute is produced by five ‘““Dynablades” set in a spe- 
cially designed wind tunnel housing. DYNAFAN actually outperforms fans twice its 
size. This new Mimar appliance adjusts from horizontal (pointed upward for 
no-draft circulation) to 10° below perpendicular. 


DYNAFAN COMPANION MODELS 425 AND 325 ROUND OUT MIMAR’S 
NEW HIGH VELOCITY CIRCULATOR OFFERINGS 





' MIMAR 
¥ 


’ DYNAFAN 425 : DYNAFAN 325 


(12-INCH FAN) . sawp (10-INCH FAN) 





build your profits on a solid sales foundation — 
sell Mimar — the fast-moving, profit-making line! 


For details and demonstration 
on these DYNAFANS — write to: 


. MIMAR PRODUCTS, Inc., 138 SPENCER STREET, BROOKLYN 5, NEW YORK 
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2058—Exhause Fans. A new Emerson-Electric Exhaust Fan 
catalog, illustrating and describing in detail this line of fans for 
all of buildings, is offered by the Emerson Electric Mfg. 
Co., 81st and Flurissant Ave., St. Louis 21, Mo. 


2064—Electric Fans. An attractive, 8-page, 62nd Season Cata- 
log of Zephair fans has been made available by the Hunter 
Fan & Ventilating Co., P. O. Box 2858, Memphis 2, Tenn. 
A comprehensive description of this company’s products is giv- 
en, with complete specifications and dimensions. 


2066—Shutters & Dampers. A oo catalog (No. 46) is 
available from the Elgo Shutter M Co., 2738 W. War- 
ren Ave., Detroit 8, Mich., describing the 17 different types of 
shutte rand dampers manufactured by them, and as used in 
cennection with ventilating and air-conditioning installations. 


2070—Zephair Fans. Hunter Fan and Ventilating Co., Inc., 
400 So. Front St., Memphis, Tenn., offers a new 8-page cata- 
log containing detailed information on the Hunter Zephair 
Fans, for home and industry. 


2072—Reed Unit-Fans. Two new 8 page booklets on unit-fans 
have been published by Reed Unit-Fans, Inc., 1001 St. Charles 
Ave., New Orleans 8, La. Material included in these booklets 
covers design, accessories and installation of the Reed window 
and attic fans respectively. 


2074—Ventilating Fans. The complete line of C & H venti- 
lating fans is pictured, with dimensions and details, in a new 
24-page catalog. Described are exhaust fans, window fans, air 
circulators, portable and desk fans, and fan accessories such as 
grilles and shutters. C & H Air Conditioning Fan Co., Inc., 
1603 DeKlab Ave., NE, Atlanta, Ga. 


2078—Sales Helps. A variety of sales helps, including Sound 
Slide Colored Training Films, How to Sell Booklets, Consumer 
Pieces, Specification Sheets, Demonstration Kits, Display Cards 
and Promotion Kits for selling and demonstrating General 

ls Home Appliances—Pressure Quick Saucepan, Tru-Heat 
Iron and Steam Ironing Attachments are available to dealers 
from General Mills, Inc., Home Appliance Dept., 1620 Cen- 
tral Ave., Minneapolis 13, Minn. 


2080—Water Heaters. Information is available about the 
“SEPCO” Electric Water Heater from the Automatic Electric 
Heater Co., Pottstown, Pa. Literature available describes sev- 
eral exclusive features in the “SEPCO” line of round and table 
top heaters. 


2088—Air Circulators. Vornado’s complete line for 1950 pre- 
sented in a four page, three color catalog sheet (Form 9060) 
includes a wide variety of desk, pedestal, tableto turnabout, and 
turnabout window fans. Also available is a descriptive folder 
on Vornado’s new turnabout casement window fan (Form 9082). 
= O. A. Sutton Corporation, 1812 West Second St., Wichita, 
nsas. 


2090—Fan Blade & Baffle Outfit. An illustrated oninn page 
it 


describing their Knock Down Fan Blade & Baffle Outfit has 
nm announced as available from S. J. Stewart (Electric), 527-31 
St. Joseph St., New Orleans 12, La. 


2092—Air Circulators and Window Fans—The Complete Line 
of Kisco Floor Model Air Circulators and Portable Window 
Fans for 1950 is illustrated and described in a series of two- 
color _—, sheets and envelope stuffers available to the trade. 
A Special Sales Manual containing product and sales informa- 
tion is available for use by Dealers handling Kisco Products. 
isco Company, Inc., 2400 Dekalb St., St. Louis, Mo. 


2094—Marquette Refrigerators. Informative catalog pages and 
specifications are available from Marquette Appliances, Inc., 307 
. Hennepin, Minneapolis, Minnesota. 


2096—Marquette Home Freezers. Your information on Mas- 
quette’s super 6 cu. ft. capacity, their popular 11% cu. ft. 
Marquette freezer and their “Big Value” super 8 cu. ft. is 
available from the Marquette Appliances, Inc., 307 E. 
pin, Minneapolis, Minnesota. 


2098--Marquette Electric and Gas Water Heaters. Twenty- 
three models assure a water heater for every need. A four-page 
folder — the features of the Marquette water heater 
and may be secured through Marquette Appliances, Inc., 307 E. 
Hennepin, Minneapolis, Minnesota. 
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2100—Marquette Electric Ranges. An individual catalog and 
specification sheet is available on each of the four popular 
Marquette range models from Marquette Appiiances, Inc., 307 
E. Hennepin, Minneapolis, Minnesota. 


2102—Marquette Gas Ranges. Five beautiful models coveri 
the entire desires of any housewife featured in color and wit 
individual specifications and catalog pages may be secured from 
Marquette Appliances, Inc., 307 East Hennepin, Minneapolis, 
Minnesota. 


2104—Marquette Home Laundry Equipment,—Includes Wash- 
ers, Dryers, and Ironers. For well-illustrated catalog pages that 
bring out the features and selling points of this popular priced 
laundry equipment write to Marquette Appliances, Inc., 307 E. 
Hennepin, Minneapolis, Minnesota. 


2106—Fan and Centrifugal Blowers. Catalog No. 513-B. 
Vital specifications 1950-Fresh-Air Maker Fans-Hy Duty Cen- 
trifugal Blowers. Attic, Portable, Window, Exhaust fans. Single 
and double inlet blowers. Ventilating Division-Schwitzer-Cum- 
mins Co., 1125 Mass. Ave, Indianapolis, Indiana. 


2108—Household Refrigerators, Farm and Home Freezers, 
Electric Ranges. Complete information regarding Coolerator 
space-saver “motor on the back” refrigerators, a revolutionary 
new combination freezer-refrigerator and automatic seven heat 
ush-A-Button electric ranges. Write Coolerator, Duluth 1, 
Minnesota. 


2110—Select-A-Range. Landers, Frary & Clark, New Britain, 
Conn. Eight page folder giving full information on Universal's 
revolutionary new Select-A-Range with the Convenience Level 
Oven. Illustrates various parts of range; six Royal Barry Wills 
kitchens and tells how to install it. 


2112—Oil Heaters. An elaborate colorful 16 page catalog, 
entitled “Nescontrol Heating” describing and illustrating the 
complete Nesco line of Fuel Oil Heaters and Kerosene Heaters, 
is available from the National Enameling and Stamping Com- 
pany, 270 N. 12th St., Milwaukee 1, Wis. 


2114—Electric Heataires. A new, colorful, twelve-page booklet 
from Markel Electric Products, Inc., 145 Seneca St., Buffalo, 
N. Y., unveils a complete line of wall-attachable, well-recessed, 
and portable heaters. Heetaire models for every room in the 
house and other applications are described. 


2116—Replacement Heating Units—For electric water heaters. 
Information on the complete line of various wattages, voltages, 
and shapes of water heater units of the Immersion Type can 
be obtained by writing to Tuttle & Kift, Inc., 825 N. Monitor 
Ave., Chicago 39, Illinois. 


2118—Electric Fans—Robbins & Myers, Inc., Springfield, Ohio 
offers an attractive, 20-page illustrated catalog covering out- 
standing features, design details, and performance ratings of 
R & M domestic, commercial and industrial fans for 1950. 
Special material available covering new 10” and 12” desk fans. 


2120—Everhot Electric Housewares—Colorful literature and 
full information is available showing the complete line of Ever- 
hot Electric Housewares including Roasters and their accessories, 
Roasterettes, Heater and Heater Fans, Rangette and Electric 
Blankets. This literature lists specifications and is available from 
Swartzbaugh Mfg. Co., 1336 W. Bancroft St., Toledo, Ohio. 


2122—Surface Heating Units—For electric ranges. Com- 
plete information on fitting the famous TK Monotube Elec- 
tric Range surface heating units into all types of electric ranges 
can be obtained by requesting the replacement manual from 
Tuttle & Kift, Inc., 1825 N. Monitor Ave., Chicago 39, Illinois. 


2124—Evaporative Air Coolers—Home and commercial. Essick 
Manufacturing Company, 1950 Santa Fe Avenue, Los Angeles 
21, California, offers its complete line of - apg models, rang- 
ing from 1500 CFM one room fan coolers to 12,500 CFM, 
industrial building coolers. Featured this year is the Revolu- 
tionary “Pour-In’ type, completely self contained washed air 
room cooler. Write for further information. 


2126—Attic and Window Fans. A 14-page folder illustrating 
and describing Bar-Brook fans is available from Bar-Brook Mfg. 
Co., Inc., 6135 Linwood Ave., Shreveport, La. List price and 
suggested net-dealer cost schedules are also included in the folder 


2128—Trade School. An attractive illustrated bulletin is avail 
able from the Commercial Trades Institute, 200 So. 20th St 
Birmingham, Ala. It outlines the courses covering air condi 
tioning, refrigeration, electricity and appliances oer shows the 
modern shop and laboratory equipment available to students. 
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Styled-to-Sell Shelvador Refrigerator Wins This 


Coveted Award for the Second Year in a Row! 
The Pace-Setting Designs Keep Coming from Crosley! 
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Crosley comes through again—getting the 
1951 Fashion Academy Gold Medal Award! 
No other refrigerator has ever received 
this award. And now Shelvador has earned it 
in 1950... and in 1951—two years in a row! 

This Fashion Award is no surprise to 
American housewives who are singing the 
praises of the 1951 Shelvador. Or, to 
Crosley Dealers, who know that Crosley 
products, policies, and planning are 
establishing a genuine reputation for 
leadership in the appliance and electronics 
fields ... as evidence, also, that Crosley 
continues to pioneer practically every 
modern refrigerator improvement. 

Take advantage of Crosley’s national 
consumer advertising by featuring Shelvador 
—the world’s most beautiful and most 
convenient refrigerator—in all your local 
newspaper advertising, floor and window 
displays. Tell your customers about Crosley 
“Care-Free” Automatic Defrosting, 
Matchless Shelvador Convenience, Full- 
Width Freezer Compartment, Handy 
ButterSafe, “sort-cLo” Interior Styling 
and Electrosaver Unit. 

Team up-—tie in! Then you're all set for 
another successful Shelvador year! 
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THE SENSATION OF THE INDUSTRY! 

To make your Hotpoint Franchise the Franchise of Leaders, 
Hotpoint proudly offers its newest engineering triumph—the 
Hotpoint Automatic Clothes Dryer. Matched in appearance 
with the Hotpoint Automatic Washer, the drying principle is a 
radical departure from that employed in any other household 
dryer and eliminates steamed-up windows, damp floors, drip- 
ping walls, excessive heat and lint in the laundry room. Never 
has there been such a strong sales feature in any automatic 
clothes dryer.—It's another Hotpoint FIRST! 


THE NEW 

AUTOMATIC DRYER 

Eliminates LINT, MOISTURE 
and EXCESSIVE HEAT 
in the LAUNDRY AREA 


HERE’S HOW IT WORKS... 


The new Hotpoint Automatic Dryer has no air 
intake or outlet, thus eliminating ventilation 
problems. Heated air, circulating from the 
motion of the tumbler-drum, absorbs the mois- 
ture from the drying clothes and picks up the 
suspended lint. The moisture-laden and lint- 
contained air passes through a spray of cold 
water, condensing the water vapor from the 
air and washing out the lint. Moisture and 
lint are then expelled down the drain. 








HOTPOINT FULL-LINE LEADERSHIP 


Hotpoint's introduction of this outstanding new Automatic 
Dryer is further proof of Hotpoint's Full-Line Leadership. The 
Hotpoint line includes every major electric home appliance 
for modern kitchens and home laundries. Each appliance 
has gained distinctive leadership in its field. Have your 
Hotpoint distributor give you the complete story on the new 
Hotpoint Automatic Dryer and the other Hotpoint appliances 
which make the Hotpoint Full-Line Franchise the industry's 
most coveted. 


*ANOTHER HOTPOINT FIRST! 





RANGES + REFRIGERATORS « DISHWASHERS « DISPOSALLS® « WATER HEATERS 
FOOD FREEZERS » AUTOMATIC WASHERS « CLOTHES DRYERS «ROTARY IRONERS * CABINETS 
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(A General Electric Affiliate) 
5600 West Taylor Street, Chicago 44, Illinois 
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Sell the fan the consumers demagd—sell REED! Sales are made 
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To maké’ sa! [more easy far you (more profits in the dng: 
run) REED fas sell themselves’ by reason of their good looks, 
powerful air delivery, quietness . . . and trouble-free service. 

REED Quality, like the REED trademark, is known and 
trusted by the consumer. Sell REED quality and make more 
money for yourself. 


Dealerships open in certain localities. Extensive advertising 
cooperation. 


| REED UNIT-FANS, INC. 
Department N 


' 
* 1001 St. Charles Ave. 
REED UNIT-FANS, Inc. 22° 
, 7 ” Please send me catalogs, prices 
1001 ST. CHARLES ST., 
NEW ORLEANS 8, LA. 


' 

' 

; and other information about 
' Reed Fans. 
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Efficient Sterilator Action 
Direct-Drive Everlast Mechanism 
24 other big features 











“UNIVERSAL'S 


Exclusive 2-Speed Washer 


Two speeds in one washer. High for heavy 
laundry... Low for.delicate pieces. 

Timer automatically stops washer when 
washing cycle has been completed. 
Safe-T-Switch automatically shuts off wash- 
er if overloaded or stalled. 

Super-Safe wringer stops rolls instantly at 
a light, instinctive tug on clothes. 





Deluxe 2-Speed lroner saves + 
time — reduces fatigue. Automatic 
control gives correct heat for all fab- 
rics. Two ironing speeds to choose 
from. New master control switch. 
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INDUSTRY NEWS BRIEFS — GOVERNMENT REGULATIONS 


Appliances Affected 
By NPA Orders 


@ Few orpers issued by the Na- 
tional Production Authority ap- 
ply directly to retailers, but the 
effect of such orders will be felt 
by retailers, especially electrical 
appliance dealers, almost imme- 
diately to some extent, and con- 
siderably more in the months 
ahead. 


Some items sold by appliance 


dealers will be affected particu- 
larly by Order M-7 which pro- 
hibits the use of aluminum after 
April 1, 1951, in a long list of 
items including kitchen cabinets, 
furniture, carpet sweepers, cer- 
tain domestic laundry accessories, 
and kitchen tools except cooking 
and baking utensils. 

A somewhat similar order, M- 
14, bans the use of nickel in the 
form of nickel-bearing stainless 
steel, high nickel alloy, nickel 
plating, and nickel silver, in a 
wide range of products including 
household appliances and many 


Some Wage and Salary 
Increases Permitted 


@ THE ORIGINAL wage and salary 
stabilization order has already 
been modified through ESA Gen- 
eral Regulation No 5 to permit 
some increases. The initial order 
provided only for merit and 
length of service increases that 
had been in effect previous to 
January 25, in the form of a writ- 
ten plan or policy. Under the 
terms of the new order, merit 
and/or length of service increas- 
es may be given even in the ab- 
sence of an established plan, 
provided that certain conditions 
are followed. 

These conditions are (1) that 
employees receiving such _ in- 
crease shall not have received a 
merit and/or length of service 
increase during the preceding 12 
months; (2) that the number of 
employees receiving such _in- 
creases in any one month shall 
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other items sold by electrical ap- 
pliance dealers. The order in- 
cludes certain exceptions which 
permits the use of nickel where 
its use is functional rather than 
ornamental. For example, in the 
case of household appliances 
nickel plating may be used for 
parts subject to destructive abra- 
sion and heat. 


Certain Rentals 
Exempt from Reg. W 


@ Tue Boarp of Governors of the 
Federal Reserve System has 
adopted Amendment No. 2 to Re- 
gulation W—Consumer Credit, ef- 
fective February 26, 1951. The 
amendment exempts from the 
down payment and monthly pay- 
ment requirements of Regulation 
W certain short-term, nonrenew- 
able leases which neither extend 
beyond three months nor involve 
a delivery in connection with sub- 
sequent leasing or sale arrange- 
ments. 

Regulation W, as reissued by 


not exceed the proportionate 
number of increases granted per 
month during the year 1950 in 
each appropriate group of em- 
ployees; (3) that the increase 
granted an employee shall not 
exceed in amount the figure 
reached by dividing the total 
amount of merit and/or length 
of service increases granted to 
employees in the same job classi- 
fication during the year 1950 by 
the number of employees in that 
classification who received such 
increases; and (4) that no em- 
ployee shall be raised to a rate 
higher than the highest rate paid 
to any employee doing similar 
work on January 25, 1951. 

The new order also provides 
for increases under certain con- 
ditions for promotions and trans- 
fers, new or changed jobs. 

The employer is required to 
keep records of each wage or 
salary adjustment in readily ac- 
cessible form for inspection by the 
Wage Stabilization Board. 


the Board of Governors effective 
September 18, 1950, prescribes 
down payment and monthly pay- 
ment requirements for leasing ar- 
rangements, instalment sales, and 
other instalment financing of 
automobiles, household electrical 
appliances, furniture, major con- 
sumer durable goods, and con- 
sumer instalment loans in general. 
The amendment serves to relax 
the regulation with respect to cer- 
tain seasonal and other special- 
ized short-term leases. 


Defense Work 
For Distributors 


@ A PLAN to bring appliance dis- 
tributors, who daily are getting 
fewer products to sell, directly 
into the defense production ef- 
fort, was advanced recently’ by 
the Thor Corp., of Chicago, IIL. 

The firm, a major producer of 
washing machines, submitted to 
the government a proposal to 
convert into packaging centers 
for the armed forces more than 
3,500,000 square feet of ware- 
house facilities operated by its 
77 distributors. 

Under the proposal, Thor 
would act as a prime contractor 
on defense packaging projects. 
Its distributors would be its sub- 
contractors. 

M. R. Wilson, a Thor execu- 
tive, said the plan took two 
months to develop and, if adopt- 
ed, would give the armed forces 
efficient packaging centers im- 
mediately available at every key 
industrial and transportation 
center in the country. 

It would give distributors a 
direct part in the defense effort 
and would keep at full capacity 
warehouse facilities which face 
reduced operations because of 
cutbacks in appliance production. 

Wilson said proper packaging 
of defense goods is considered 
vital to the logistics of modern 
warfare. 

“If equipment is to get to the 
fighting man, and be in good op- 
erating condition when it arrives, 
it must be properly and speedily 
packaged. In many cases—such 
as medical kits, life raft kits, food 
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) neweA FLOP headquarter 
come to A\tlanta ... 


43. Seddon Allen 
Thor District Mgr., 


Memphis District C. J. Arnell 


Thor District Mgr., 
Richmond District 


4. Ross Sims 
Thor District Mgr., 
Atlanta District 


To better serve all Thor franchised dealers and 
distributors in the great growing South, Thor 
announces the opening of a new Division Sales 
Office in Atlanta, at 805 Peachtree Street, N. E. 


Under the able direction of our Vice-President 
and Sales Manager of the Southern Division, Frank 
J. Simpson, the new Atlanta office will serve as an 
up-to-the-minute source of information on all Thor 
products and policies for the entire South. 


Vice-President Frank Simpson will be aided, as 
heretofore, by the three district managers shown 
above. 


To thousands of appliance merchandisers, these 
Thor men are old friends who need no introduc- 
tion. Count on them. Call them any time you need 
their help. Your satisfaction is their business. 


*REG. U.S. PAT. OFF. 


MEMO 
from 
: JOHN HURLEY 


FRANK J. SIMPSON —"’Uncle Frank” to 
his legions of friends in the trade. A 
Thor man since 1917 and Vice-President 
in charge of the Southern Sales Divi 
sion. Now headquartered in Atlanta, 
Georgia to provide you with quicker, 
more direct service. 


"I know you'll all be glad 
to have ‘Uncle Frank' 
right around the corner 
from you, where you will 
be able to make better use 
of his able leadership and 
cooperation. I am sure the 
new Atlanta office will be 
of particularly great 
service to you at this 
time in view of the pres— 
ent national situation. 
Keep in close touch with 
‘Uncle Frank'and his team!" 


805 Peachtree St.,N.E., Atianta, Go 
2115 S. 54th Ave., Chicago, II! 


corporation 


THOR SPINNER WASHERS - THOR WRINGER WASHERS - THOR GLADIRONS 
THOR CLOTHES DRYERS - THOR COMBINATION SINKS 
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rations, and escape kits—a com- 
bination package, or ‘packages 
within a package,’ is required.” 
Such packaging of diverse 
units manufactured by unrelated 
suppliers is particularly suited to 
operations of experienced appli- 
ance distributors, Wilson said. 


Program for Dealers 


Outlined by NARDA 


@ A proGRAM for radio and TV 
retailers to follow during the cri- 
tical period ahead was outlined 
by Mort Farr, president of the 
National Appliance and Radio 
Dealers Association, in a talk be- 
fore more than 700 retailers at 
the Cleveland Town Meeting of 
Radio and Television Dealers. 

Among factors which, Farr 
said, “jeopardize the very con- 
tinuance of literally thousands of 
dealers” are sharply curtailed 
supplies of merchandise, sudden- 
ly zooming taxes, and manpower 
being drained off rapidly in 
tremendous quantity. Dealers 
' are impeded in leaning more 
heavily on servicing, he pointed 
out, by the fact that no priority 
has yet been granted to televi- 
sion service parts. 

“We realize that the national 
welfare is more important than 
our own, “Farr said, “but we can 
unite to make sure that the bur- 
den we carry is fair and equita- 
ble. We can educate the legisla- 
tors and federal agencies re- 
sponsible for our national wel- 
fare in both the operation of our 
business and in the ways that we 
can assist them in their work. 
We can start now on conserva- 
tion, and our industry, through 
its organizations, can and would 
be delighted to carry out this 
program.” 

Farr recommended a five-point 
program for the dealers and serv- 
ice-men to follow: 

1. Fight inequitable taxation, 
and the tendency to single out 
the radio and appliance industry 
as fair game every time more 
money is needed. Radio and tele- 
vision serve to keep the people 
informed and they serve nation- 
al interests. 

2. Show the importance of pri- 
orities on at least service and 
maintenance parts and obtain al- 
locations of raw materials for 
them. 

3. Establish training programs, 
working in co-operation with 
trade associations and business 
magazines of the radio and appli- 
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“| wish the chief would stop making 
a game of our territory! I'll never forgive 
him for that year in Labrador!” 
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ance industry so that meetings 
can be held in many cities to 
create new sources of manpower 
which is trained, skilled, and 
available. 

4. Speed the flow and _ inter- 
change of information from 
manufacturers to servicemen. As 
modifications in circuits become 
necessary and substitutions are 
made, code that merchandise, 
and pass the information along 
to the people who keep the sets 
operating. 

5. Work constantly to increase 
and maintain the dealers’ pro- 
fessional stature. 


TV Redesign Saves 
Critical Materials 


@ THE MANY pessimistic reports 
as to what would happen to TV 
production when the defense pro- 
duction program got into full 
swing sound less foreboding now 
in view of Philco’s demonstration 
as to what can be done in the way 
of reducing the quantities of cri- 
tical materials in TV units with- 
out decreasing quality. 
Engineers of the Philco Corpo- 
ration have just released informa- 
tion on a new TV chassis incorpo- 
rating many features that will re- 
sult in substantial reductions in 
the use of cobalt, aluminum, sili- 
con steel, ferrite, copper, and 
nickel. The design was begun 
two years ago with the objective 


of better performance at no in- 
crease in price. 

Among the new features are a 
new power supply that includes 
selenium rectifiers and a voltage 
doubler circuit which eliminates 
the usual heavy-power transform- 
er; a new electrostatic-focus pic- 
ture tube; electromagnetic speak- 
er in place of permanent magnet 
type; and other changes, all of 
which add up to a total weight of 
27 Ibs., 8 oz., as compared to the 
present type chassis weighing 39 
Ibs. 10 oz., a total saving in mate- 
rials of approximately 30 per cent. 

William Balderston, president 
of Philco, announced that the 
company had demonstrated the 
new TV receiver to Government 
officials, and is preparing to make 
full information on its design 
available to all manufacturers. 


TV Service Dealers 
Organize in Atlanta 


@ AN ORGANIZATIONAL meeting of 
the TV Service Dealers Associa- 
tion was held recently in Atlanta, 
Joe Duncan, chairman of the or- 
ganizing committee, announced. 

The association is composed of 
television shops and dealers in the 
Atlanta area. It is being establish- 
ed, Mr. Duncan said, to set stand- 
ards and ethics for television 
services and to acquaint the pub- 
lic with fair standards and prac- 
tices. 
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R 3 AA fans for St 
..the top-quality Line 
that's sure to sell out / 
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r 
You know that, today, the money you put into top-grade 


goods is the safest investment you can make. And these 
Robbins & Myers Fans for 1951 are the best we've ever 
turned out. In performance, in styling, in price range— 
they’re sure to be snapped up quickly. 

Yet despite the known demand for these fans, they are 
nonetheless being backed with promotion effort galore. 
National advertising, animated displays, window 
streamers, consumer folders, newspaper mats—all will be 
working to give you a completely profitable fan season. 

But don’t wait. Order early. Call your R & M Fan dis- 
tributor now. If you'd like us to send you his name, write: 
Robbins & Myers, Inc., Fan Division, 387 S. Front St., Mem- 
phis 2, Tenn. 
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18” and 22” Window Fans—Electrically re- “Breeze-All” Floor Fan—Durable, mot- “Package” Attic Fan—complete home cool- 
versible—the flip of a switch forces air in or out. tled-mahogany plastic top and metal band. ing system—no trap-door 
Two speeds on both intake and exhaust. Adjustable Chromium-plated legs and grille. Safe from to buy. Easy to install. Ideal for low attics and 
mounting panels fit any window—(up to 35” wide top, bottom, sides. Delivers a whopping all standard hallways. Rubber-mounted, sound- 
for 18” fan; up to 39” for 22” fan). Only a screw- 3500 cubic feet of air per minute. Doubles insulated. Changes air once every minute in average 
driver needed to instali. Four blades, direct-con- as extra seat or table. Extra-low-cost oper- house. Factory-lubricated, sealed ball bearings. 
nected, 18” size delivers 2500 cubic feet of air per ation. Three speeds, 12” blades, and reall» Baked enamel (ivory) on shutter and trim. Four 
minute: 22” size, 3400. Ivory enamel with silver- quiet. Guaranteed five years. $49.95, retail sizes with air deliveries from 4750 to 9700 CFM. 
finish grille. Guaranteed one year. 18” size, From $149.50, retail 

$59.95; 22” model, $79.95, retail. 


. grille, or suction-box 


“Quiet” Fan Wide-blade, powerful oscillator at a popular price. 
One-piece, soft-rubber hub assures smooth, quiet operation. 

4 Balanced aluminum blades. Sturdy pressed steel motor body. 
Durable sable-brown finish. Mounts on wall easily. All the luxury 
features of much more poe tem fans. Guaranteed one year. 

10” size, single speed, $17.45; 12” model, 
2-speed, $24.95; 16” size, 3. recon $43.95, retail. 


“Quiet DeLuxe” Fan New gunmetal-enamel finish. 
Die-cast body and base. Oscillating mechanism fully enclosed. 
Delivers up to 1700 cubic feet of air per minute. 

Guaranteed 5 years. In 12” and 16” blades. 

Three speeds. 12” model, $43.95; 16” size, $52.95, retail. 


ROBBINS 2 MYERS 


S03 Jor (G51 
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FRANCHISING 


A franchise must mean 


An industry leader tells how franchises are planned 


by M. R. Wilson 


General Sales | Manager 
Thor Corporation 
54th Avenue & Cermak Road 
Chicago, MHinois 


@ Berore a manufacturer can 
develop a franchise that is worthy 
, of its name, he must have the in- 
tention to do so. When a manu- 
facturer develops, prints, and of- 
‘fers his franchise to dealers, it 
‘should be done with the same 
purpose as a government printing 
money—the intention must be 
there to make it of value. 

On the other hand, the dealer, 
in accepting the franchise, must 
have the intention of fulfilling 
his part of the bargain. He must 
have the intent to identify him- 
self with that manufacturer, the 
intent to properly display and 
merchandise that manufacturer’s 
product; he must have the intent 
to study and know that manufac- 
turer’s product; and should the 
franchise be valuable enough, he 
must have the intent to concen- 
trate all his efforts on his fran- 
chise. 

Speaking from history, which is 
knowledge, and knowing that 
knowledge is power, let me re- 
port a manufacturer’s recent 
development of a valuable, worth- 
while franchise. Approximately 
all of the year of 1949 was spent 
in the development and research 
of this franchise. Market after 
market was studied, not only by 
this manufacturer’s modern mar- 
ket research and analysis depart- 


This address was presented at the 
recent annual convention of NARDA 
held in the Stevens Hotel, Chicago. 
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‘ment, but also by outside organi- 
' zations. 

Study after study was checked 
and re-checked to positively prove 
-onee- and for all that old axiom 
that between 75 and 80 per cent 
of any manufacturer’s business 
comes from 20 to 25 per cent of 
its retail dealers. Actually what 
happens with the advent of a fran- 
chise is that a manufacturer goes 
from an unplanned, hodge-podge 
method of distribution to a well- 
planned, aggressive local method 
of distribution. 

You do not accomplish this 
overnight, but methods and man- 
ners of change-over must be 
studied and developed so that 
chaos does not grip the manufac- 
turer and his sales force, or the 
distributors and their sales forces. 


Development Background 


In developing this franchise, a 
manufacturer, its entire executive 
management group, and its entire 
sales force must thoroughly be- 
lieve and be prepared to defend 
the principles of its franchise. 
This is the intent that this manu- 
facturer had in developing its 
franchise, and it is their intent 
now, even moreso, to keep this 
valuable franchise as important to 
itself and its dealers as humanly 
possible. 

What happens with unplanned 
distribution? Unplanned distribu- 
tion is the wasting of money, and 
more valuable than money, is the 
wasting of time. Everyone’s time 


something 


is wasted—too many distributors, 
too many dealers—not enough 
time to train the distributors and 
their salesmen — certainly not 
even enough time for the distri- 
butor salesmen to get around and 
call on or teach any dealer the 
simplest sales features of that 
manufacturer’s products. 

In turning the tables around 
and franchising only a few deal- 
ers, all of your time, all of your 
money, and all of your efforts are 
concentrated on a few selected, 
productive dealers. A more thor- 
ough training job is done at the 
distributor salesmen’s level, and 
they, in turn, can do a more pro- 
ductive sales training job on the 
dealers, and the dealers then can 
follow through correctly on all 
promotions. The manufacturer in 
this way develops a strong, loyal, 
well-disciplined, full-line dealer 
who will bring him maximum 
sales at minimum cost. 

The franchise, as we said in the 
beginning, must be valuable in 
two ways. First, let’s see how 
this manufacturer approached his 
side of the franchise. He knew 
that if he carefully eliminated 75 
per cent of his total dealer cover- 
age, he could lose at the most only 
13 per cent of his sales. 

But he didn’t plan, or expect, 
to lose that 13 per cent, for, he 
knew that if he and his distribu- 
tors applied the time, effort, and 
money formerly given to the low- 
end, now discarded, dealers to the 
development of the 25 per cent 
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with the dealer in mind 


--both ways! 


retained, a sales gain—not a loss 
—would result! 

Therefore, this franchise would 
then assure the dealer of a larger 
market potential with bigger prof- 
it possibilities. It would offer the 
dealer a limited, well-regulated 
competition. It would offer com- 
plete co-operation in sales and 
merchandising. It would offer him 
the proper type and the best-de- 
signed store identification signs. 
It would offer him wonderful, 
new interior displays, complete 
promotional material on a con- 
tinuous, well-planned, hard-hit- 
ting basis. 


Dealer Advantages 


It would offer the dealer a well- 
designed and well-rounded sales 
training program, not only on a 
printed and oral basis, but also 
on a visual motion picture and 
sound slide basis. It would offer 
him various sales promotion and 
advertising drives to enable him 
to tie-in for bigger profits, and it 
would offer him an accredited re- 
cognition as this manufacturer’s 
local sales representative. Those 
are the logical first steps and 
probably as far as any manufac- 
turer can go, short of opening up 
his own retail outlets. 


What the Manufacturer Expects 


On the other hand, because it is 
a two-way deal, the manufactur- 
er has the right to expect com- 
plete co-operation from a dealer 
who accepts his franchise. Fol- 


lowing is a brief outline of the 
principal features of this co-op- 
eration: 


The maintenance of a satisfactory 
sales volume above a specified min- 
imum. 

The proper display of the manu- 
facturer’s full line of merchandise 

The treatment of the manufactur- 
er’s line equal to or better than 
competitive lines, and certainly bet- 
ter than competitive lines if the 
competitor’s franchise is not of equal 
value. 

Exterior identification of that 
dealer with the manufacturer by 
outdoor or window signs and, in 
addition, store decalcomania used 
for identification. 

Installation of the permanent 
background displays for this manu- 
facturer’s line. 

Attendance at the manufacturer's 
sales training schools held by the 
distributor, not only by the dealer 
himself but certainly by the dealer’s 
sales or store personnel. 

The use of the demonstration 
materials offered by the manufac- 
turer, primarily because the best 
possible brains were used in devel- 
oping this material in order for the 
dealer to convert a suspect into a 
prospect and a prospect into a cus- 
tomer. 

Participate in all of this manu- 
facturer’s scheduled promotions in 
erder to secure all possible profit 
from the line 

Be prepared to maintain an ap- 
proved service department or sub- 
scribe to the manufacturer’s fac- 
tory-controlled service. 

Believe in and follow through on 
all of this manufacturer's sales poli- 
cies. 


The manufacturer which I rep- 
resent has developed his franchise 
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on an ideal dealer coverage basis. 
It was planned according to the 
sales potential of each retail mar- 
ket, and it was planned for bigger 
gross sales per dealer. This manu- 
facturer’s franchise called for one 
“AA” dealer for every twenty-six 
million dollars worth of retail 
sales of that particular market. It 
was cross-checked so that there 
was one “AA” dealer for every 
500 to 999 units sold by the indus- 
try. It was then cross-checked so 
that there was one “AA” dealer 
for every 21,800 people. 

In any market where there 
were one or more “AA” dealers 
according to its potential, this 
franchise allowed for the sales 
normally accruing to the large de- 
partment stores or large furniture 
stores. 

During the year 1950, with that 
set of rules for itself, this manu- 
facturer changed its method of 
distribution from an unplanned, 
hodge-podge sales picture to a 
well - controlled, well - plannéd 
dealer organization, and lived up 
to all of its ideals. 

Does this pay off for the manu- 
facturer? Does this pay off for the 
selected dealer? Let me give you 
the answer in a very short, com- 
cise form. 

First, for the manufacturer 
yes! Maybe it was a little easier 
to accomplish, because when he 
started this plan, he told the 
world exactly what he was going 
to do. From the astronomical 
number of dealers this manufaé 
turer had—over 22,000 dealers— 
this manufacturer has retained 
less than 5,000 franchised dealerg; 
in fact, way less than 5,000 fran- 
chised dealers, primarily because 
he stopped franchising in October 
in order for the distributors to be 
able to give those franchised deal- 
ers who had purchased the plan, 
a fair and equitable supply of 
merchandise — enough merchan- 
dise to keep that franchise valu- 
able to the dealer. 

While doing this, his American 
sales increased for the year ap- 
proximately 35 per cent, or nearly 
three times the 13 per cent possi- 
bility of loss mentioned above 

For the dealer—yes! This manu- 
facturer’s dealer records prove the 
value of the franchise because in 

(Continued on page 111) 
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MANAGEMENT 


Three ways to double 


package kitchen sales 


More profit per sale has resulted from these steps: 


1, Secure plumber co-operation 
2. Reduce the cost of expensive presentations 
which do not get results 
3. Provide for piecemeal merchandising of 
complete kitchens 


@ PUTTING PACKAGE KITCHEN mer- 
handising on a far more realistic 
asis, and doing away with most 
f the headaches which normally 
re associated with this big ticket 

lling, has resulted in a far more 

rofitable operation for Floridan 
ppliance Company, operated by 
harles E. Henry, in Tampa, Fla. 

Floridan Appliance Company, 
ocated in the western Florida 
ity’s downtown shopping district, 

as devoted an entire 18- by 12- 
oot room on the north side of the 
uilding entirely for package kit- 
hen display. With one wall of 
lass, the kitchen is completely 
n display to the public, and in- 
orporates the usual line-up of 
ishwasher, double sink, built-in 
aundry equipment, overhead 
abinets, and even a home freezer. 

Like most dealers who have ex- 
perimented with package kitchen 
sales, however, the ultra-modern 
Floridan Appliance Company 
store found the going a bit 
“rocky” during the early stages. 

First, it was difficult to promise 
installation of a kitchen after it 
was sold, due to lack of co-opera- 
tion on the part of plumbers, car- 
penters, electricians, etc. 

Next, the enthusiasm of many 
housewives, after Floridan Ap- 
pliance Company had gone to the 
trouble of making up blueprints, 
color presentations, etc., was like- 
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ly to dwindle away, leaving the 
store with an expensive, but un- 
successful sales effort on _ its 
hands. Lastly, most customers 
balked at the single flat price 
quoted, which might range any- 
where from $1,500 to $2,500 for a 
kitchen job. 

Taking into cognizance all of 
these drawbacks, the Florida ap- 
pliance retailer recently did away 
with all of the objectionable fea- 
tures of package kitchen mer- 
chandising, while adding a few 
new desirable ones and placing 
the entire operation on a much 
more feasible basis. 

The steps taken to more than 
double sales, and to produce a far 
better profit per sale, were these: 


1. Plumber co-operation. 


To insure that the kitchen 
would be installed when desired, 
and without an excessive labor 
charge, Mr. Henry scoured Tampa 
for reliable plumber-contractors 
not actively engaged in appliance 
merchandising themselves, who 
would guarantee installation as 
specified by the firm, at a fair 
rate, and when promised. 

Mr. Henry soon found two 
firms whom he could trust to 
carry out this work, and who 
would allow supervision of their 
installation by Mr. Henry or one 
of his salesmen. With this crew 


by Allen Mason 


lined up, the problem of long, 
drawn-out installations and com- 
plete failure of the crew to appear 
has been done away with. Much 
the same policy was followed with 
electricians, painters, carpenters, 
linoleum layers, etc. 


2. Reducing the cost of expen- 
sive presentations which do not 
get results. 

First, Mr. Henry found, some of 
the high cost of package kitchen 
merchandising appeared in the 
practice of sending salesmen out 
to estimate the job and spend long 
periods in measuring off kitchens, 
figuring out what items were to 
be removed, the decorative job, 
etc. 

Also expensive was the former 
policy of making up color presen- 
tations, to give housewives an 
idea of what the ultimate design 
would be. 


Both of these services have 
been done away with, except 
where customers have already 
made a down-payment to signif) 
their intention to buy. Now, no 
estimates are made until the store 
is absolutely certain that custom- 
ers are ready to buy, whereupon 
a salesman-engineer will go out 
and plan the job. Similarly, no 
color presentations, which are 
hand-painted by a local artist, are 
sent out until customers have 
made actual down-payments. 
“We found that a lot of people 
would keep the presentation. 
which might cost us actually as 
much as $20 apiece, and shop 
around among competitors until 
they found a lower price,” Mr 
Henry stated. “Thus, all of our 
engineering skill and ability was 
likely to be used by someone 
else.” By thus limiting these two 
services, the firm insures a return 
on its promotional investment. 


3. “Piecemeal” merchandising 
of complete kitchens. 

Whereas in past years the pack- 
age kitchen has always been con- 
sidered a one-price deal, Floridan 
Appliance Company now goes 
after “piece-by-piece” customers 
—stressing to Tampa homeowners 

(Continued on page 112) 
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SERVICE 


by Robert Latimer 


TV sales promotion 


starts with service 


How service dispatchers and renewal contracts 


keep this St. Louis company second in TV volume 


@ ASSUMING THAT every televi- 
sion owner who calls in is going 
to want immediate service, and 
setting up a service organization 
to meet just such a situation is the 
basis on which the Seidel Com- 
pany, outstanding appliance, ra- 
dio, and television retailers of St. 
Louis, Mo., have created a highly 
successful TV service department. 

“We look upon the service de- 
partment primarily as a good-will 
asset,” Bernard Erlich, manager, 
indicated. “Our experience in two 
years of television merchandising 
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has been that it takes only one 
disgruntled, unhappy video own- 
er to cost us a dozen new-set 
prospects. 


Importance of Maintenance 


“We feel that we haven’t really 
sold a customer unless he is as 
pleased over maintenance as over 
the set itself, and therefore, our 
repair department has been given 
the No. 1 priority in personnel, 
equipment, operating budget, and 
all other essentials. There is no 
question but that it is the most 
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important single feature of our 
TV sales program.” 

Well aware of the failure of 
early dealers to take service into 
consideration, and the loss of sales 
which such dealers encountered, 
Seidel Company first made its 
service department big. No less 
than 17 employees are on the TV 
repair department payroll, includ- 
ing a manager, secretary, two dis- 
patchers, 10 mechanics, and three 
stock and installation men. 

To attract capable men, the St. 
Louis firm scoured the market, 
picking up one or two men here, 
another there, all of whom have 
had a lot of practical experience, 
many of them factory-trained. 
Pay scales up from $2.44 per hour 
for a novice to more than $4 for 
an expert, with plenty of over- 
time work, a well-equipped shop, 
and a classification system as in- 
centives to stick on the job. 

Each man may advance through 
several classifications to “expert,” 
and is entitled to request advance- 
ment to a higher classification 
when he feels his work merits it. 
The request is considered by the 
shop foreman and Manager Erlich 
before approval. 


As soon as he sells a TV set, a 

Seidel salesman calls attention to 

the secondary service contract 

which the owner can buy after the 
first has expired. 
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In consideration of the payment of § 
of (Adérees) 


TELEVISION OWNER SERVICE CONTRACT 


dy (Same) 
the original purchaser of the 





television set identified below is to receive from SEIDBL COMPANY the 
following service in accordance with the provisions of this contract for a 


period 
television receiver. 


from the original installation date of the 


SBIDEL COMPANY shall: 


1. 


Tnetell and adjuet the television receiver identified below to provide 
satisfactory reception within the norm] broadcasting range of the local 
television stations in operation at the time of the original installation. 


Repair, free of any additional cost, the television receiver identified 
herein ~ exclusive of the cost of replacement parts out of warranty. 


Inetruct the purchaser in the proper operation of the television 
receiver. 


Service will be rendered between the hours of 9 a.m. and 5 p.m. daily 
except Saturdays, Sundaye, ani holidays. 


All television receivers are designed to minimize external interference 
which may be caused by passing automobiles, diathermy, aircraft, 
fluorescent fixtures, other television receivers, etc. However, 
liability for the elimination of such interference, over which SEIDEL 
COMPANY has no control, cannot be aseumed by us. 


Thie contract does not cover receiver damage or loss due to theft, 
megligence, fire, flood, and Actes of God. 


This contract applies to the initial inetallation at the address noted 
above. If re-installation or relocation of the receiver is necessitated 
for any reason, SEIDEL COMPANY will, upon request, re-install the 
receiver at « reasonable charge. 


This contract is iesued to the original purchaser only, and is not 
transferable. 


SEIDEL COMPANY shall be relieved of all obligatioas under this contract 
if this television set shall be tampered with by person other than 
one of ite own employees authorised to service this set. 

If thie contract is @ renewal of a previous service contract, SEITEL 
COMPANY shall not be obliged to make any further inetallation of this 
television set. 


SEIDEL COMPANY 





Purchaser's Signature 








Make a Model Ho. 





Serial Wo. Original Ineteallation Date 


Expires 


TELEVISION SERVICE POLTCT 
EEXEVAL 


Addrese 





Check type of service 
desired 


This policy covers a1] service on this 
set for the registered owner at its 
location or in our shop without charge 
for 2 months, the balance of your year, 
from date of receipt in our office. 
after this period calle will be made and 
charged. for at our prevailing rates at 
that time. 


This policy covers all service on this 
eet for the registered owner at ite 
location or in our shop without charge 
for 90 days from date of receipt in 
oor office, after this period calls 
will de made and charged for at oor 
prevailing rates at that time. 





This policy covers labor only, parte will be 
Seeed watee ¢ ; 


P s¢ if in force or 
charged for at standard rates. 


SEIDEL COMPANY 
3524 Washington Blvd, 
Signed OLave 1111 





Please sign and return one copy of this policy with 
your check or soney order. 


“In brief, we’ve tried to slant 
the department policy in favor of 
the mechanic who wants to work 
long hours and earn more re- 
turn,” Elrich indicated, “to elimi- 
nate as much as possible the per- 
sonnel turnover problem.” 

In addition to his base hourly 
pay, each man receives 10 cents 
per mile for the use of his own 
car, a policy which Erlich feels 
allows each to drive a good, im- 
pressive car in line with Seidel 
Company’s handsome building 
and dignified showrooms. 


How Map System Operates 


Having thus arranged for per- 
sonnel, the Seidel organization, 
currently selling St. Louis’ second 
largest television volume, has 
carefully listed all of the usual 
drawbacks to efficient servicing, 
and compensated for them in ad- 
vance. The No. 1 failing of most 
service organizations, inability to 
keep up with the demand, is being 
met by an ingenious map-and- 
dispatcher system developed by 
Erlich, which makes it possible 
for men to make eight and 10 calls 
per average day, and as high as 
13 or 14 when the pressure of 
many calls demands it. 

The system hinges on a dis- 
patch desk at the front of the 
service department, opening out 
on the retail appliance showroom. 
On the wall, where it impresses 
most store visitors, is a huge 8- by 
6-foot map of the St. Louis area. 
Seated at right angles at the base 
are two desks at which two full- 
time dispatchers, chosen for 
courteous telephone manners and 
the ability to soothe excited set 
owners, are always on duty. 

As each service call comes in, 
the dispatcher handling it makes 
out a card with all details, and at 
the same time, places on the wall 
map a colored pin which indicates 
the location, promising the tele- 
vision owner that a mechanic will 
appear at a specific time the fol- 
lowing day. Each morning, all of 
the pins which have accumulated 
on the map during the previous 
day, and the corresponding cards, 


The top policy is the original service contract available 

to customers, and the bottom one is a sales clincher in 

the form of a renewal contract. The buyer has his 

choice of a 90-day or balance-of-the-year contract fol- 
lowing expiration of the original. 
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Dear Customer, 


We tied « string around our finger just 
for you -- ts just twe weeke your service policy 
will expire. Por your convenience, we are enclosing 
two copies of our renewal fors. You may choose 
service policy A which gives you the reminder of a 
year at the special bergain rate of $20 or contione 
with type B, 90 daye for $15. 


Please check the type of service desired, 
enclose your check or money order for the proper amount, 
end aeil beth to our office, keeping one copy of the 


renewal for yourself. Your sew policy will be effective 
the day after your old one expires if it is received before 
your two weeke are up eo that you de not lose any benefits 


under your policy. 


‘This te the only notice that will be sent 


you — renew your policy HOw! 


Very truly yours, 


SEIDEL COmPayT 
Service Departzent 


(TOP) Two weeks before expira- 
tion of the original contract, set 
owners receive this reminder to re- 
new their contracts. 


(RIGHT) The map, by means of 
colored pins, designates location of 
repairmen, and of calls coming in 
for service. 


(BOTTOM) Success of Seidel’s TV 
service department has enabled the 
company currently to set up across 
the street from this shiny show- 
room a building which will triple 
the size of the present department. 
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are used to route the 10 me- 
chanics out on the job, one to each 
section of the city where possible 

A numbered pin then goes on 
the wall map, numbers from one 
to 10 indicating each of the 10 
servicemen, which is moved from 
one color pin location to another 
as the service mechanic calls in 
with the news that he has com- 
pleted each call. In this way, a 
glance at the map shows exactly 
how many calls are to be handled, 
where each serviceman is on the 
job. 

As new calls come in, it is possi- 
ble to easily dispatch the me- 
chanic by phone to the next repair 
job, by checking over the num- 
bered pins to locate the nearest 
employee. Often, the mechanic 
who starts out with only two calls 
scheduled, will receive seven or 
eight more over the telephone, all 
only a few blocks apart 


“We save many man-hours per 
day in this way,” Erlich said. “It 
also has much good-will value, 
when a particularly irate or im- 
portant customer calls in. We use 
a red flag to indicate such rush 
calls, and can usually get a re- 
pairman to the house in a matter 
of minutes after the call has been 
received at the dispatch desk.” 

With numbered pins constantly 
changing, and a steady stream of 
telephone calls coming in, Seidel 
Company believes it has hit upon 
the ideal method of handling its 
huge service volume, which grows 
every month as retail video sales 
mount. 

Even with such advanced dis- 

(Continued on page 111) 
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How to make 


a promotion 
pay off 


SALES PROMOTION 


Find items that sell, says this company, and pound them home! 


@ IN FOUR-AND-A-HALF years, 
cy’s, Washington, D. C., a phe- 
omenally successful chain, has 
roved that in a highly competi- 

ive field there are always new 
arkets to be found. 

What is the secret of their suc- 
ess? Lacy’s sales promotion di- 
rector, Irving Abramson, says it 
is known to every experienced 
merchant. 

“Finding out the items that sell 
and pounding them home,” was 
Abramson’s way of putting it. 
Then he elaborated. “We bring in 





by Beatrice Miller 
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small quantities of items that we 
believe the public wants. We put 
them on the counters and on the 
shelves. We check our nightly 
reports on whether the items have 
caught on, and discuss the items 
with the managers. We increase 
the stock of only those items that 
are going over.” 

He gave an example. Recently 
Lacy’s wanted to test a heater. 
They picked the hottest month of 
the year and ran a small ad. The 
item pulled well and they ran five 
more ads. Their competitors 


ACY'S 6 Stores Open Saturdays 


Immediate 
Delivery 


thought they were crazy, Abram- 
son recalled, and many others 
thought so too—running a heater 
ad when the temperature was 97 
degrees! But hundreds of electric 
heaters were sold at the off-price 
of $79. Because the heaters were 
bought at an off-price, the sale 
was tremendously successful. 

They also ran a fan sale in early 
March when the temperatures 
were still hovering in the 40’s. 
Advertising the fans as kitchen 
fans that would carry off odors, 
steam, and heat, Lacy’s sold 150 
fans. 

Another example of a_ small 
item that has caught on with the 
public is the apartment house 
washer that does 2% pounds of 
clothes. 

Just as important as the adver- 
tising is the follow-through, em- 
phasized Abramson. Tie up the 
advertising with meetings on the 
sales floor. It is vital to have the 
salesmen know thoroughly the 
item advertised. This is best ac- 
complished by having factory and 
distributor representatives dem- 
onstrate the item to the sales 
force and give its selling points. 


Lacy’s, Washington, D. C., uses 
advertising to find out which items 
catch on with the public. Then 
they increase stock of only those 
appliances that are going over. 
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At Lacy’s the ads are daily 
placed at the switchboard so that 
the operator is familiar with what 
is on sale and can answer a cus- 
tomer’s questions intelligently. 

Each of the stores, while an in- 
tegral part of the chain of six, 
carries its own weight. It is left 
up to the managers to know the 
neighborhood’s needs and think 
up ways of promoting the store. 
In the suburban stores the per- 
sonal approach is the policy: 
knowing the customer and inquir- 
ing about her family, their hob- 
bies and interests. 

It is Abramson’s belief that 
newspaper ads build traffic, but 
that direct mail builds customers. 


Mailing Lists 


Mailing lists are built up at the 
stores through events tied in with 
the neighborhood church and club 
groups. Cooking schools, using 
home economists from the power 
company are an example. 

What Abramson underscored 
was that mailing lists have to be 
reliable. 

“You have to know your mail- 
ing list or you can be wasting 
your time and money.” He went 
on to explain, “Break down your 
mailing lists and group them ac- 
cording to the appliances or radios 
or television that customers al- 
ready have or do not have. It is 
pointless to push a television set 
on someone who already has one 
—or a refrigerator when a house- 
wife has just finished paying for 
one.” 

To the housewife who has just 
finished paying for a refrigerator, 


Why settle for one sale? 


Frank Merritt, district man- 
ager in Florida and adjacent 
southeastern states for Arvin TV 
and radio, may have his name 
changed to Frank Merriwell one 
of these days. 

His bosses think he deserves 
the new non de plume because he 
throws such a swift Sunday pitch 
from the promotional mound. 

Merritt began a hard selling 
campaign on the Arvin Hopalong 
Cassidy radio when it was put 
on the market last summer. Be- 
cause Hopalong is now a house- 
hold word, the set caught on like 
wildfire—in Merritt's territory as 
in every other. But Frank doesn’t 
settle for one sale when he sees 
a chance for two. 

The more he thought about all 
the huzzah over Hopalong and 
the rapt attitude of young Amer- 
icans toward their hero, the more 
he convinced himself that exhibi- 
tion of the new Arvin set could 
be carried a little farther. So, 
with Charles B. Moyd, sales 
manager for McDonald Electric 
Company, Arvin distributor in 
Miami, Fla., Merritt called on 
officials of the Wometco theatre 
chain. 

They suggested this: open up 
one or two of your houses on a 
Saturday morning for a “Hop- 
along Cassidy Western Roundup.” 
We'll help you put together a 
“live” Hopalong show to go on 
with some Hoppy movies. We’)! 
give the kids Hoppy buttons and 


you can start sending out freezer 
promotion. The woman who has 
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guns, and put up Arvin Hop- 
along radios for door prizes. We'll 
take care of handbills and other 
promotion efforts. Wometco lik- 
ed it. 

Working with Lawrence Radio 
& Electric Company, 2422 Ponce 
de Leon Blvd., and Roxy Radios 
& Appliances, 2208 Ponce de 
Leon Blvd., local dealers whose 
stores were sole sources of tickets 
for the special show, Merritt and 
Moyd flooded the Miami area 
with publicity and promotion 
The Miracle Theatre at Coral 
Gables and the Essex at Miami 
were packed to the gunwales, 
drawing a total of more than 3,- 
000 pint-size cowpokes and cow- 
gals to their Western roundups 

Wometco liked the results so 
well that 12 other theatres in the 
chain have billed special Satur- 
day morning shows for the near 
future. Both dealers reported 
turn-away business on Arvin 
Hopalong sets at $17.95 and said 
that adult traffic brought into 
their stores caused brisk move- 
ment of other merchandise, too 

Wichita, Kan., dealers staged a 
similar promotion early in De- 
cember and reported a landoffice 
business. 

Now, Paul W. Tanner, Arvin’s 
TV and radio merchandising 
manager, and his aides are put- 
ting together a Hopalong theatre 
manual that reduces to a few 
easy steps all the details of a 
Hoppy Western Roundup 


bought a washer and completed 
payments may be a potential cus- 
tomer for a dryer. If you send 
out television literature to some- 
one who has a television set, pro- 
mote an item with a larger screen. 

Lacy’s at the present time is 
promoting an air conditioner for 
doctors, dentists, and attorneys. 
With a list of 2,000 names, they 
will test initial response with 
about 500 names. If the response 
is satisfactory, the next 500 en- 

(Continued on page 115) 


At the opening of Lacy’s sixth 

store in the greater Washington 

area, this largest single chain of 

TV, radio, and appliance stores 

drew 12,000 visitors to their two- 
day sale. 
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AN ES MERCHANDISING 


SURVEY 


We asked our readers-- 


“How can you make a profit on a smaller 


As appliances become less plentiful, the dealer 


may find sales volume greatly reduced. What can 


be done to reduce sales expense and overhead so 


as to show a net profit on a smaller sales volume? 


@ Most appiiance dealers ap- _ _For example, one TV manufactur- 


pear to be conscious of the fact 
that appliances will be somewhat 
more scarce in the latter part of 
1951. Even now, practically all 
manufacturers are serving their 
franchised dealers on an alloca- 
tion basis, and with only a few ex- 
ceptions, the dealers’ principal 
problem today is getting the mer- 
chandise rather than selling it. 
Orders already issued by the Na- 
tional Production Authority will 
undoubtedly have the effect of 
reducing appliance, radio, and 
television manufacture by size- 
able percentages in comparison 
with 1950 production. 

A survey just completed by 
ELEcTRICAL SOUTH among a rep- 
resentative group of appliance 
dealer readers indicates that only 
a very few dealers have made any 
definite plans as to what steps 
they will take to avoid losses re- 
sulting from smaller sales volume. 
The pinch of merchandise scarcity 
has not yet been experienced to 
a serious extent by many dealers. 

Undoubtedly, the increasing 
tempo in defense program produc- 
tion will tend to reduce the num- 
ber of appliances available, but 
manufacturing ingenuity will off- 
set this to some extent by devel- 
oping substitutes for critical mate- 
rials, simplifying methods, etc. 
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er has redesigned its circuits com- 
pletely, utilizing electrostatic- 
focus picture tubes and other 
components of new design with 
the result that the use of ultra- 
scarce cobalt has been eliminated 
entirely, while use of aluminum 
needed has been reduced 68%; 
silicon steel, 58%; ferrite, 51%; 
copper, 26%; and nickel, 15%. 
Obviously, such changes will have 
an important bearing upon the 
number of sets that can be 
made. . 


What About Side Lines? 


Many dealers believe that re- 
duction in sales volume due to 
shortage of electrical appliances, 
radio, and TV, can be made up to 
some extent by taking on related 
side lines that are not affected 
materially by the defense produc- 
tion program. Few dealers are 
willing to name the side lines that 
they think will be available, but 
during the last war many of them 
added gift goods, paints, floor cov- 
erings, furniture, and various 
other items. Some of these lines 
are especially suited to dealers 
who have established floor traf- 
fic, but dealers without such traf- 
fic who have trained sales staffs 
well above draft ages may find 
it more advisable to find side lines 


that are suited to specialty selling. 

If a dealer is successful in main- 
taining sales volume through side 
lines, he may continue to operate 
at a profit. But any substantial 
reduction in sales volume without 
some corresponding reduction in 
overhead will probably throw his 
operations into the “loss” column. 

For the dealer who is not in a 
position to make up his volume in 
side lines, there are several possi- 
bilities: reduce losses resulting 
from trade-ins; put service work 
on a profitable basis rather than 
absorbing a portion of cost as 
good-will advertising; reduce di- 
rect sales expense as much as pos- 
sible; and reduce general over- 
head expense as much as feasible. 

Certainly, there is no excuse for 
any dealer to accept losses on 
trade-in deals under present cir- 
cumstances. When merchandise 
is plentiful and business is highly 
competitive, such practices as al- 
lowing an excessive trade-in al- 
lowance on a sale that is particu- 
larly hard to close otherwise may 
be considered good business by 
some dealers. At the present 
time, however, trade-ins should 
be accepted only when they can 
be serviced and resold at a price 
that allows the same gross profit 
margin carried by new equip- 
ment. 
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If a dealer has already develop- 
ed his service department so that 
it is self-supporting, carrying its 
prorata share of overhead and 
contributing to the operating 
profits, he may consider this in 
itself as a side line which can be 
expanded and made to produce a 
portion of the business volume 
lost through reduced quantities of 
merchandise. Unfortunately, 
many dealers have not operated 
their service departments on this 
basis, but instead have consider- 
ed service as a part of their pro- 
motional expense and have sub- 
sidized their service departments 
out of merchandising profits. This 
should be remedied as promptly 
as possible, for service depart- 
ments can be made to pay their 
own way and contribute to op- 
erating profits. 


Difficulties to be Faced 


One of the difficulties which 
dealers will face in this connec- 
tion is the matter of getting a fair 
price for their service if their 
service prices were too low dur- 
ing the price control base period 
of December 19, 1950, to Janu- 
ary 25, 1951. Price ceilings ap- 
ply, of course, to service charges 
just as they do to sales of mer- 
chandise, and the price control re- 
gulations must be observed. 

With smaller quantities of mer- 
chandise available, and with busi- 
ness less competitive than under 
normal circumstances, there are 
certain expenses that can be re- 
duced. For example, under pre- 


Random replies from southern dealers show 


the trend of thinking on shortages 


“We are planning to reduce 


our overhead by about one-third 
when shortages get more severe. 
We will reduce our personnel by 
one-third; eliminate rent on stor- 
age space; reduce insurance by 
$15,000; eliminate one delivery 
truck and reduce lights and wa- 
ter expenses.”—Tennessee dealer. 
. > >. 

“We are getting full retail 
price on appliances; giving no 
discounts or reductions. Also, we 
are lowering’ the trade-in value 
of used appliances. We trade only 
for good clean, used equipment 
where we are sure we can get the 
full trade-in value out of it, plus 
cost of handling. We are not 
sending out as many men on 
house-to-house canvass. It is 
our thought that we will get a 
reasonable supply of appliances 
to sell on the above basis, and in 
this way we will net more prof- 
it."—R. B. Watson, Watson Hard- 
ware Co., Atmore, Ala. 

- * > 


“DEALERS CAN help themselves 
by stop making long trade-ins 
and try and get clean cut sales 
where there is a profit. This 
will increase gross profit and, in 
turn, they won't need as much 
merchandise to seli."—H. W. 
Webb, Jr, J. W. Cook Co. 
Guthrie, Ky. 

. > . 

“We BELIEVE that very little 
can be done to reduce overhead 
and direct sales cost. As lines 
get scarce or disappear, we plan 
to take on other lines—whatever 
is available that will sell. We be- 
lieve that as volume decreases, 
our employees will be called back 
into service or go to government 
jobs."—D. B. Keets, Brunson 
Furn. Co., Hendersonville, N. C. 

. * * 

“WE ARE NOT cutting overhead 
but plan to use part of our op- 
erating capital in producing 100 
acres of cotton on land that can 
be rented for $5 per acre.”—E. 
M. Walker, Walker-Owens Co., 
Conyers, Ga. 

* . * 

“WE ARE SELLING appliances in 

the store instead of using out- 


sent conditions much equipment 
can be sold by salaried sales peo- 
ple in the store; consequently, if 
highly paid specialty salesmen 
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side salesmen. We are getting 
one-third down payment and re- 
quiring customers to make pay- 
ments at the store to reduce col- 
lection costs. We are charging 
more for service to make service 
pay a profit, and we are allow- 
ing less for trade-ins."—E. G. 
Johnson, Nu-Deal Furn Co., 
Walhalla, S. C. 


“Durinc 1950, in addition to 
our regular advertising, we stag- 
ed a ‘Homemakers Party’ and 
remodeled the front of our store 
At this time, we do not plan any 
special promotions, but are con- 
tinuing our regular advertising 
Also, we are trying to do a bet- 
ter job of selling and delivering 
to eliminate call backs. To in- 
crease our volume we have in 
the past used the ‘bird dog’ sys- 
tem, which naturally we will 
curtail for the present time. And 
as appliances grow scarce, it will 
certainly put us in a better posi- 
tion to make a profit on trade- 
ins.”"—W. R. Waters, City Ap- 
pliance Co., Clinton, N. C. 


“We PLAN TO add additional 
lines to keep our sales volume up 
as much as possible, and we are 
expanding our appliance service 
department.” — South Carolina 
dealer. 


“WE ARE DOING nothing at pres- 
ent to reduce either direct sales 
expense or overhead. We can- 
not trim our expenses unless 
business gets very bad which we 
do not think will happen.”—Tex- 
as dealer. 


“WE ARE REDUCING overhead by 
cutting our advertising budget 
We have completely canceled a 
regular 15-minute radio program 
We are now operating without 
any outside salesmen, whereas in 
the past we had several men out 
We don’t know how we will op- 
erate if appliances become really 
scarce. We'll be waiting to see 
your article based on this survey 
for some suggestions.”—Alabama 
dealer. 


leave the organization, it may be 
best not to replace them at this 
iime. 

(Continued on page 113) 








SALES PROMOTION 


These special promotions 


trebled volume 


@ OnE pay a few months ago, 
3,000 families in and around Mc- 
Minnville, Tenn., got a circular 
letter containing an ordinary 
metal key for an ordinary lock. 

There is a lot of controversy 
over how many people will read a 
circular letter, but when an un- 
letterable object like a key grabs 
the attention, they usually read 
on to see what it is all about. 

In this case the addressee was 
invited to bring the key around to 
Fraley’s Appliance Store in Mc- 
Minnville. If he could unlock 
the lock-and-chained refrigerator 


Mr. and Mrs. Fraley, owners of 
the company, claim original pro- 
motions are the fastest way to 


build trade. 
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By Ross L. Holman 


Advertise your promotions thoroughly — 


they sell you as well as your appliances! 


Thirty-seven refrigerators were moved recently by Fraley’s Appliance Store, 
MeMinnvill, Tenn., as the result of a special offer of a set of dishes, 
displayed in the store on a serving table, with each refrigerator sold. 


at Fraley’s, it was his. 

The next day after the letters 
were received, 750 people entered 
the store and tried out their keys. 
The second day 1,500 more came 
in. Although the new owner 
showed up on the second day, 
other recipients continued com- 
ing in on following days. 

Now a 75 per cent return on a 
promotional letter within two 
days is a whale of a response in 


anybody’s language. But while 
the key idea itself was a provoca- 
tive factor, it wouldn’t have 
brought in so many people if the 
idea hadn’t been well-publicized 
through radio and newspapers. 
But another angle to the sur- 
prising response was the fact that 
every key-holder got a certificate 
good for $5 on any $100 purchase. 
Within a few days, over 100 cus- 
tomers had taken advantage of 
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(Left) Fraley’s refrigerator promotion brought in pros- 
pects through postcards illustrating a free set of dishes. 


this offer, and trade at Fraley’s 
zoomed to new heights. The store 
is still feeling the effect of this 
promotion and the new customers 
are still coming in to buy—and to 
become permanent patrons. 

While the key-hunch was plan- 
ned in connection with the line 
for which Fraley has an exclusive 
McMinnville franchise, it is typi- 
cal of many more promotions that 
have almost trebled his volume 
within the past five years. 

Of course, there are other fac- 
tors that account for his growing 
success. 

But Fraley says these promo- 
tions, nearly all of which he 
works out himself, have done 
more to build his trade and to 
impress his firm’s name on the 
surrounding territory than any- 
thing else. 

One special promotion of which 
he is especially proud is his cour- 
tesy credit certificate which he 
mails out to his 6,000-mailing-list 
just before the first of each year. 
This certificate, upon presenta- 
tion at the store, allows the hold- 
er to buy on credit anything he 
needs. 

Before setting up his business, 
Fraley had been the collector for 
a local power company that sold 
appliances. This gave him basic 
knowledge of people with good 
credit-standing in his trade terri- 
tory and valuable experience in 
testing the debt-paying attitudes 
of others who had never been 
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tried. Before mailing out these 
annual evidences of good faith, 
Fraley pulls out of the list every 
name with a bad-pay-up record. 
“You don’t realize how much 
good will these credit certificates 
create,” he explained. “For ex- 
ample, one man after another will 
drop in and say, ‘I appreciate your 
confidence in me, but what made 
you think I was such a good credit 


risk?’ 


straight in the eye and say, ‘I’ve 


Then I will look him 


arte % 


(Right) Fraley changed his tactics on a recent washer 
promotion, and sold 75 washers in two months. 


kept up with you for a long time 
and I'll trust you anywhere.’ This 
expression of confidence not only 
brings me a lot of new business 
but creates an attitude that will 
make the customer do anything 
rather than let me down on his 
obligations.” 

One special promotion was run 
for a short time on refrigerators— 
the fastest-moving major appli- 
ance in the house. He mailed a 

(Continued on page 113) 


Is your TV service policy adequate? 


A CHECK List for consumer 
guidance in buying a television 
set appears in the January, 1951, 
bulletin of the Better Business 
Bureau of Atlanta. Probably only 
a few potential buyers will have 
seen these questions, but the 
honest and upright dealer, who 
conscientiously desires to render 
top-flight service, can serve his 
prospects by bringing these ques- 
tions to their attention, and then 
helping them answer the ques- 
tions point-by-point. Of course, 
to benefit from such a plan the 
dealer must actually follow the 
recommendations of the Better 
Business Bureau with respect to 
the practices covered in the 
questions. 

1. Does the advertised price in- 
clude all equipment necessary for 
the set to operate? 


2. Is the seller willing to back 
up in writing such claims as “no 
aerial needed”? 

3. Have you read your guaran- 
tee, and received it in writing, 
so that you know what it covers? 

4. Are you positive of the year 
and model of the set you plan 
to buy? 

5. Do you know whether your 
service contract is with the seller 
or an outside service company, 
and the limits of responsibility 
that each will take? 

6. Are you buying “shop serv- 
ice,” in which you must personal- 
ly take the machine back and 
forth, or are you buying real 
home service? 

7. Do you understand that you 
may be in trouble if you sign 
any paper without reading it and 
understanding it? 








News 


Youngstown Stages 
Dishwasher Contest 


@ To stimutarte the sale of auto- 
matic dishwashers in general and 
especially Youngstown Kitchens 
Jet-Tower dishwashers, Mullins 
Manufacturing Corporation cur- 
rently is staging a nation-wide 
automatic dishwasher sales con- 
test for dealers and dealer sales- 
men. The contest also is designed 
to provide information for sales 
manuals and the development of 
sales tools. 

National prizes in the contest, 
which will be the basis for analyz- 
ing sales problems and learning 


Supervised Service 
Program Explained 


@ A NEw and enlarged nation- 
wide program of factory super- 
vised service, which provides that 
every Philco product is sold with 
assurance of satisfactory service, 
has been announced by Henry T. 
' Paiste, Jr., vice-president in 
charge of quality and service, 
Philco Corporation. 

In developing the new Philco 
plan of factory supervised serv- 
ice, several important steps have 
already been taken. The number 
of Philco field service engineers 
has been more than doubled, to 
assure closer supervision of serv- 
icing in each area. Additional 
supervisory help is being provid- 
ed by an expanded organization 
of distributor service managers 
and distributor field supervisors, 
who are making frequent calls on 
all dealer service personnel and 
independent service contractors. 

Each member of Philco Factory 
Supervised Service, whether em- 
ployed by a dealer or by a service 
contractor, or self-employed, is 
now receiving more technical in- 
formation and servicing data than 
has ever been supplied by a 
manufacturer in the electrical ap- 
pliance industry. Philco is send- 
ing to each service member a 
series of monthly publications on 
servicing techniques, shop prac- 
tice and new products; complete 
service manuals on all Philco 
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effective sales techniques, include 
a 1951 Cadillac Coupe de Ville 
and five 1951 Fords. In addition, 
Youngstown Kitchens distribu- 
tors will award territorial prizes 
of vacation trips. 

To qualify for the contest, sales- 
men must sell four automatic 
dishwashers (any make) during 
February and March. Judging for 
prizes is on an accompanying es- 
say in which the qualified sales- 
man tells how he located the pros- 
pects, how he met sales resistance, 
and how he closed the sale. 

Each qualifying salesman re- 
ceives a set of cuff links with Mul- 
lins’ Diana trademark. 


products, supplemented by tem- 
porary manuals whenever need- 
ed; and condensed home study 
courses on subjects useful to 
every service technician. 

Service clinics are maintained 
by every Philco distributor, so 
that member servicemen can go 
there with difficult or unfamiliar 
servicing problems. In addition, 
facilities for training servicemen 
are being vastly expanded. 

Each member of Philco Factory 
Supervised Service is helped in 
merchandising his own services 


by such aids as a membership cer- 
tificate suitable for framing; 
pocket identification card, truck 
and window decalcomanias; stand- 
ard labor charge sheets; plus the 
weight of aid in national and 
local advertising by Philco, fea- 
turing this new service program. 
Philco is also supplying every 
member serviceman with a hand- 
some, sturdy and portable kit for 
use on home calls, including a 
convenient file for keeping serv- 
ice manuals handy, and a tool kit, 
to help the technician make more 
“one-stop” calls. 


Washer Production 
20 Per Cent Lower 


@ Factory output of household 
laundering equipment in the first 
quarter of 1951 is expected to fall 
about 20 per cent short of pro- 
duction in the same period last 
year, according to a statement by 
George P. Castner, new president 
of the American Home Laundry 
Manufacturers’ Association and 
general manager of the Beam 
Mfg. Co., Webster City, Iowa. 

“Our industry believes that 
further study should be made of 
the relative essentiality of all con- 
sumer products, so that cuts need 
be ordered in only those metals 
and materials where reductions 
can be made without interfering 
with either the domestic economy 
or the defense program,” Mr. 
Castner said. 

Mr. Castner hailed the recent 


DEEPFREEZE TOP BRASS—More than 350 Deepfreeze distributor rep- 
resentatives were present at the national sales conference held recently 
in Chicago to view 1951 sales plans. New models were presented in keeping 
with the Deepfreeze 1951 advertising theme, “Wonderful to Live With.” 
Shown above at party for distributors are, left to right, B. G. Sanderson, 


Deepfreeze general sales manager; 


Norman W. LeVally, president of 


LeVally, Inc., advertising agency for Deepfreeze; A. L. Lott, president of 
Motor Products Corporation; L. J. Sorenson, vice-president and general 
manager of the Deepfreeze Appliance Division, of Motor Products. 
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Only the Frost-Free Westinghouse COUNTS 
door openings . . . automatically defrosts it- 
self after the sixtieth one . . . automatically 
evaporates the frost water . . . and does it 
all so FAST even ice cream stays HARD. 


WESTINGHOUSE FROST-FREE COUNTS 
WITH RETAILERS, TOO, BECAUSE .. . 
1 It’s easy to demonstrate . . . easy to sell! 
Tried and proved in tens of thousands of 
. « i's presold by Mrs. “Next Door” 

oat " 


” - 





2 W's easy to instoll . . . there's nothing to set 
—no adjustments to make. 


3 ts: chaple, Sociprect tb dulentting ‘tpe 


tem means minimum service problems . . . 
more satisfied customers. 


4 Best of all, FROST-FREE lives up to its “No De- - 
frosting” claims. It's the world’s first completely 




















3 GREAT NEW FROST-FREE MODELS AVAILABLE 





Sensation of, the Wouter Market 


Everybody's talking about the sensation of the winter 
markets—the refrigerator that’s making appliance history 
—the great new 1951 Westinghouse FROSsT-FREE! 


It's winning new praise . . . new laurels . . . every- 
where it’s shown . . . because FROST-FREE is the firse and 
finest answer to the housswife's prayer for a refrigerator 
we does everything, automatically. 

In addition to Frost-FREE, Westinghouse retailers have 


With Frost-Free as the Pacemaker, 
Westinghouse Retailers have the Year's 


Most Wanted Line! 


And it’s a line that’s backed by a 8 egy national 
advertising and merchandising program .. . full color 
ads in leading national ‘magazines, ads in 

papers, live onstrations on television . . . coupled 
with colorful, effective literature, demonstration and dis- 
play material . . . and a host of other selling helps. 


a star-studded line of COLDER CoLp Refrigerators to offer 
. a line that doesn’t miss a trick. 
WESTINGHOUSE ELECTRIC CORPORATION . 


See The New 1951 FROST-FREE Demonstrated on TV’s Top Dramatic 
Show. Tune in Westinghouse “STUDIO ONE”. . . Every Week. 


Mansfield, Ohie 


you CAN BE SURE..1F Tene 


*Trede Mart: U.S. Pat. Issued Nos. 2,459,178 and 2,824,309 


‘ + keundremat + Heme Feasaer 


Electric Appliance Division 


4 
At. Ea. Re _- o 
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copper ruling which distinguishes 
between essential and non-essen- 
tial uses but added that shortage 
of the metal “may well turn out to 
be our most serious obstacle. 
There is no substitute for copper 
in electric motors, required for all 
washers, dryers, and ironers, and 
in the solenoids which actuate the 
water valves, clutches, and other 
parts of automatic washers.” 


Kisco Announces 
1951 Dealer Program 


@ A POWERFUL dealer assistance 
program aimed at consumers 
across the country is included in 
1951 plans of the Kisco Company, 
according to J. W. Kisling, presi- 
dent. 

Kisco will make use of giant 30- 
inch by 22-inch, three-color news- 
print broadsides bearing the deal- 
er’s imprint, which will be avail- 
able to the dealer without cost. 

Backing this dealer promotion, 
Kisco will place national advertis- 
ing in Life, Saturday Evening 
Post, Better Homes and Gardens, 
' Country Gentleman, and other 
. publications with over 15 million 

circulation. Over 30 million sep- 
arate impressions will tell and sell 
consumers on Kisco products. Ra- 
dio and television time will also 
be used to sell the consumer. 

Another feature of the Kisco 
1951 program is their free bro- 
chure, “Bouquets of Profits,” 
which is full of helpful sales ideas 
and which is available to any 
dealer upon request. 


Nesco Shifts 
Sale of Appliances 


@ THE SELLING of the Nesco elec- 
tric roaster and electrical line, for 
many years handled by manufac- 
turers’ agents, will be assumed 
by the company’s regular sales 
force, according to Nesco, Inc. 
The policy is now in effect. 
William Howlett, executive 
vice-president, said the change 
will more fully utilize Nesco’s na- 
tional sales organization. House- 
wares items ordinarily available 
to Nesco salesmen have been re- 
duced in recent months because 
of the shortage of materials vital 
to defense, Mr. Howlett said. 
Manufacturers’ agents, distri- 
buting the goods in prescribed 
territories, have handled the sales 
since 1932, Mr, Howlett said. 


% 


Clarence Powers, ace salesman for Bowers Wholesale Corp., of Norfolk, Va.., 

at left, receives keys to deluxe Buick he won in Coolerator salesman-of-the- 

year contest from W. C. Conley, Jr., Coolerator vice-president in charge of 

‘sales. Looking on at center is John Wirtz, Coolerator Southeastern District 
manager. 


Coolerator Names 
Salesman-of-the-Y ear 


@ CLARENCE Powers, of Bowers 
Wholesale Corp., Norfolk, Va., is 
Coolerator salesman-of-the-year, 
according to an announcement 
made by N. C. Sabee, manager of 
the Coolerator $100,000 Golden 
Opportunity Contest for distribu- 
tor salesmen. 

Winner of a grand prize at the 
Coolerator Conclave recently in 
Chicago, Powers was awarded a 
deluxe Buick in addition to regu- 
lar prizes won during the contest. 
His Coolerator sales accomplish- 
ment was 882 per cent of his con- 
test quota. Winner of the sec- 
ond grand award, an all expense 
trip for two to Bermuda, was 
Walter Gorbich, of Mayflower 
Industries, in New York City. 


Frigidaire to Hold 
District Field Meetings 


@ New 1951 Fricmarire house- 
hold refrigerators and ranges were 
shown for the first time and sup- 
porting sales, service, and adver- 
tising plans were outlined during 


a recent national distributors 
meeting, in Dayton, Ohio, accord- 
ing to P. M. Bratten, Frigidaire’s 
general sales manager. 


Other grand award winners 
from the South were Tom Elder 
and M. Smith, both of Charles S. 
Martin Co., Atlanta, Ga., and S. 
Holcombe, Graybar Electric Co., 
Baltimore, Md. 

Eligibility for the grand 
awards was based on per cent of 
sales accomplishment over quota. 

Leading distributors in the 
giant contest were: Pioneer Ap- 
pliance, of San Francisco, Calif.; 
Bowers Wholesale, of Norfolk, 
Va.; Lee Distributing, of San 
Diego, Calif.; Morley Brothers, 
of Detroit, Mich.; S. B. Hubbard, 
of Jacksonville, Fla. Sues, 
Young & Brown, of Los Angeles, 
Calif.; Seattle Radio Supply Co., 
Wilmington, Del.; C. R. Rogers, 
of Pittsburgh, Pa.; and May- 
flower Industries, of New York 
City. 


The meeting was attended by 
district managers, sales managers, 
sales promotion managers, and 
service managers from 44 Frigi- 
daire sales districts across the 
country. Top factory executives 
participated, including Mason M. 
Roberts, Frigidaire’s general man- 
ager and GM vice-president; Mr. 
Bratten, general sales manager: 
L. A. Clark and H. F. Lehman, 


(Continued on page 99) 
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A WONDERFUL NEW 
REVERSIBLE WINDOW FAN 


A BEAUTIFUL, HANDY, 
LOW PRICED PORTABLE FAN 


CABINET FANS—WINDOW OR FLOOR 
MODELS that 
HIT THE BULL'S-EYE 
FOR HOUSING, HOMES, 
——— a 6s see 
A HELPFUL CATALOG 
FOR YOUR ARCHITECT 
AND BUILDER FRIENDS. 








PRACTICAL, 
PLEASING 
SELLING 
FEATURES 
you will want to 


know about. 


Send for literature. 


CEILING PACKAGE UNITS 
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looks and to sell. Priced right. A 
generous assortment of sizes 
and types that people want. Over 
fifty models. All will deliver lots 
of air, quietly and for long years. 
Excellently built. 

You cannot tie up with a better 


prospect for profits. 








The Hy-Duty line will 
supply your needs for 
centrifugal blowers, 
SINGLE INLET... 
DOUBLE INLET... 
DIRECT DRIVEN 
UTILITY UNITS. 5” to 
25” wheel diameter, 
@ few hundred CFM 
to 25,000. Compact, 
strong, top delivery, 
certified ratings. 





SCHWITZER-CUMMINS COMPANY 
VENTILATING DIVISION 
INDIANAPOLIS 7, INDIANA 
ENGINEERS AND MANUFACTURERS 











You've got to have plenty of line to 

corrall consistant sales. To complete 
your line, to bulldog the big orders—handle the popular 
line. You can count on Murray in the fan ‘business. It's the 
line that counts. 


MURRAY 24” 
Window Fan 


Most versatile fan made. 

Especially designed for 

apartments offices and 

smaller homes. Light 

weight — easily portable 

— attractive appearance 

blends with any home interior. 

Removable guard-screen made to protect 

tiny fingers— PATENTED, dieformed dynamically 

balanced blades—economical, quiet, 2-speed operation. Ivory and 
tainless steel. Available in 20” direct or 24” belt driven sizes. 


MURRAY. 
Horizontal 
Attic Fan 


Flat-as-a- flounder, hor- 
izontal mounted, verti- 
cal discharge fan for 
low pitched roofs. Car- 
ties unconditional 5- 

year guarantee (except for belt and motor). Sizes 24” with '4 hp. 
motor to 48" and *4 hp. 





Housing heavy-guage steel — frame “seamless, die-formed 
tubing.” Torrington, PATENTED, pertectly balanced blades — 
sealed ball bearings with permanent lubrication. All Murray Fans 
are fully certified. Also available in vertical mounting, horizontal 
— discharge package units 24” — 48” 

A few territories open 
For full details, prices and literature 
Write to H. C. Biglin Company Sales Agents 


B-1 


SALES AGENTS 


H.C. BIGLIN co. 7. 


177 HARRIS ST.N.W ATLANTA,GA 





be are not just ‘mark-up’ 
—they are 
the money you 
KEEP l 


WwW. ws Thomas 


THOMAS MAYTAG COMPANY 
Main St., Winston-Salem, N. C. 


WATER-HOTTERS 


“Turnover is important, too,” 
continues Mr. Thomas. 
“White rates high with us on 
all counts—fast sales with low 
inventory, quick installations 
with little or no after-service 
ever needed.” 





White's Porcelain Table Top 
Electric Water-Hotters 


Go tn Fast! 


Quick installation means 
quick profit. Three simple 
steps, as shown below, 
and the White WATER- 
HOTTER is in—and you 
are in the money! That's 
what makes White dealers 
all over the country so Electric 
enthusiastic about this 
NATIONALLY ADVER. || “tcp meget FT) 
TISED business booster. 

For complete information 
and White's Proved Profit 


story, get in touch with your oe —| on 
White distributor or White é UL > 





direct TODAY. 
Real 


WHITE PRODUCTS CORPORATION 


Water Heating Specialists Since 1930 
MIDDLEVILLE, MICHIGAN 
Patented. Copyright 1951, White Products Corp. 


mi: 
3 mithe job's done! 
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(Continued from page 96) 
assistant general sales managers; 
S. M. Schweller, chief engineer; 
H. M. Kelley, appliance sales man- 
ager; L. W. Smith, marketing re- 
search manager; Ellsworth Gil- 
bert, sales promotion and training 
manager; F. H. Peters, advertis- 
ing manager, and E. E. Landis, 
service manager. 

The Dayton meeting will be fol- 
lowed by a special nation-wide 
series of 100 similar field meet- 
ings for dealers and salesmen in 
the latter part of February. 

Bratten explained that these 
streamlined field meetings will 
be employed in lieu of the more- 
elaborate convention-type meet- 
ings customarily conducted by 
Frigidaire. 

Fifteen factory crews will as- 
sist districts in conducting the 
field meetings. Participating re- 
gional managers will include F. 
M. Davison, Atlanta, and W. G. 
Jennings, Dallas. 


Major Improvements 
In Kelvinator Line 


@ KELVINATOR DEALERS and their 
salesmen have had an opportunity 
during the last few weeks to see 
the new models of Kelvinator 
home appliances and hear sales 
plan for 1951 at a series of re- 
gional meetings. One of the larg- 
est such meetings in the South 
took place at the Shamrock Hotel, 
in Houston, Texas, where more 
than 800 dealers and their sales- 
men attended. 

The 1951 Kelvinator refrigera- 
tor line of eight models has an 
entirely new exterior design. It 
includes a two-door model with a 
new dual-control refrigeration 
and humidity-control system, and 
two new seven-cubic-foot cabinets 
in the popular long door “cold- 
clear-to-the-floor” series. 

A new wiring system has been 
added on all standard-size cabi- 
nets eight cubic feet and larger, to 
accommodate another innovation, 
a thermostatically controlled but- 
ter-chest, available as an acces- 
sory, which plugs into an electri- 
cal outlet inside the refrigerator. 

Kelvinator’s 1951 freezer mod- 
els include the four most popular 
sizes as proved by current con- 
sumer buying. All are chest-type. 
Important new features include a 
shielded floodlight which goes on 
automatically when the freezer lid 
is raised; relocated temperature 


More than 800 dealers and salesmen attended Kelvinator’s regional showing 
of 1951 appliances held at the Sharmock Hotel, in Houston, recently. Shown 
here are Southwestern Kelvinator executives examining one of the top 
models in the refrigerator line. Left to right, Jack Loveland, Southwestern 
Zone sales training and promotion manager; K. C. Mulkey, Houston branch 
manager; L. E. Walters, manager of the Southwestern Zone which includes 
Texas and Oklahoma; and J. C. Keyes, Southwestern Zone sales manager. 


control for easier accessibility; 
and a new three-shelf storage bas- 
ket called a “pastri-rack,” with 
one open side, which makes possi- 
ble convenient, safe storage of 
pastries, baked goods and other 
small items. 

Seven electric ranges for 1951 
offer the broadest selection of fea- 
tures in the company’s history, ac- 
cording to H. A. Willis, range 
sales manager. The line includes 
a new 40-inch-width series, fea- 
turing a deluxe double-oven mod- 
el. 


America & Southern 
Announces Campaign 


@ Tue America & Southern 
Corp., manufacturers of the Wa- 
goner line of automatic electric 
and gas water heaters and electric 
ranges, has just announced plans 
for their 1951 consumer advertis- 
ing campaign. 

National magazine, as well as 
business papers, and co-operative 
dealer advertising, will be used 
Continuing schedules in the Farm 
Journal, Successful Farming, and 
Household magazines will be em- 
ployed, some of the advertise- 
ments in color. Following up this 
national advertising effort, Amer- 
ica & Southern will offer a news- 
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paper mat service, mailing pieces, 
and point of purchase display 
material to all dealers of Wagon- 
er appliances. 

This campaign is Wagoner’s 
first effort toward national recog- 
nition of their products. Dealers 
or distributors who are interested 
in America & Southern’s Wagoner 
line are invited to address their 
inquiries to the America & South- 
ern Corp., 1000 Sixth Ave., So., 
Nashville, Tenn. 


This Wagoner electric range, man- 
ufactured by America & Southern 
Corp., Nashville, Tenn., will be 
featured in the company’s 1951 
consumer advertising campaign. 
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DAVIS SALES STAFF — Representatives from all over the United States 

gathered recently in Chicago for the annual sales meeting of the Davis 

Manufacturing Co., of Plano, Ill., manufacturers of cord sets for electrical 

appliances. Standing at the head of the table in center is Zean Davis; 

beside him are his southern representatives, M. C. Huie, of Dallas, at his 
right, and H. K, Dewees, of Atlanta, at his left. 


Admiral Introduces 


*D1 TV and Appliances 


@ SMARTLY HUED decorator colors 
and a host of new space-saving 
features keynote the new line of 
Admiral refrigerators which the 
company has just introduced. 

According to Lee H. D. Baker, 
vice-president in charge of appli- 
ances, the ten new models in the 
line retain the full-width freezer 
and full-length cold features of 
the 1950 units, but numerous new 
conveniences for the homemaker 
have been added. 

Chief among these is a newly 
reinforced door of bridge-type 
construction with three or more 
“servador” shelves and a butter 
keeper. The latter unit has a sep- 
arate adjustable temperature con- 
trol which permits butter to be 
kept at any desired degree of 
firmness. Other improvements 
consist of a single control dial al- 
lowing for 13 temperature set- 
tings, wide freezer drawers pro- 
viding for auxiliary frozen storage 
and eight inch deep plastic crisp- 
ers which permit storage of such 
large foods as melons and cab- 
bage. 

Three new electric range mod- 
els will constitute Admiral Corpo- 
ration’s range line for 1951. Em- 
phasis in the new line has been 
placed on newly designed mono- 
tube surface heating units which 
distribute a maximum amount of 
heat to cooking utensils with min- 
imum loss. Each of the models 
also features a special “hot-spot” 
high speed heating unit, which 
reaches a maximum heat in an 
extremely short period of time. 
Another new feature of the line 
is a counter balanced oven-door, 
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which automatically adjusts to 
any position. 

Admiral’s “Class of ’51” series 
comprises the most extensive tele- 
vision and radio line it has ever 
produced. Included are 35 TV 
models and 12 radios, with prices 
ranging from $19.95 to $895. 

Picture tube sizes of 17 and 21 
inches predominate in the new 
line. Coupled with the new, larg- 
er tube sizes, the 1951 models 
reach a new height in scientific 
picture perfection. Engineering 
emphasis has been placed on “fine 
grain” effects in the viewing 
screen. Automatically crystal 


sharp focus has been achieved 
for the entire screen surface by a 
flexo-matic focussing device 
which eliminates fuzzy edges. 


Coolerator 51 Models 
Deferred to Spring 


@ Keynotinc the Third Annual 
Coolerator Conclave, in Chicago, 
Ward R. Schafer, Coolerator vice- 
president and general manager, 
predicted that the national arms 
program would effect a curtail- 
ment of consumer durables pro- 
duction of over 30% and probably 
50% by the end of 1951. 

Schafer also predicted that 
there would be substitutions in 
future production to conserve on 
critical materials for the prepar- 
edness program. Coolerator, how- 
ever, would refuse to use substi- 
tutes unless they will give many 
years of faithful service, Schafer 
said. 

In spite of shortages and rising 
costs, Mr. Schafer told Coolera- 
tor distributors that they “can be 
assured of an adequate supply of 
refrigerators, at least for the first 
half of 1951, and we will introduce 
new models as soon as spring buy- 
ing makes itself felt. The picture 
on freezers is likewise good for 
the first half of the year.” 


Although Coolerator has tradi- 


Strikingly modern is this 21]-inch tube television combination, one of the 


outstanding units 


in the 1951 line introduced by 


Admiral, The 


large 


screen features a full-view escutcheon in the satin gold which provides for 
wide-angle viewing. In addition to a 12-inch speaker and full-length re- 
inforced double doors, record storage space is provided. 
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tionally introduced new models 
each fall, the firm this year has 
postponed such introduction to 
maintain production during the 
scare buying early this fall, Mr. 
Schafer said. As a result, Coolera- 
tor produced more than twice as 
many refrigerators last year than 
in 1949, despite definite shortages 
of materials, particularly steel 
early in the season. 

While Coolerator sales of re- 
frigerators doubled and freezers 
followed this pattern closely, 
Coolerator’s most spectacular pro- 
gress was noted in the electric 
range field, according to W. C. 
Conley, general sales manager, 
who discussed market conditions 
at the meeting. Using NEMA fig- 
ures for the first 11 months of 
1950 as the base, Coolerator elec- 
tric range sales showed an in- 
crease of 365% compared to the 
industry figure of 93% for the 
same period. 

Conley also told the 350 assem- 
bled distributor principals that 
1951 would see a big increase in 
replacement sales. Corroborating 


this statement, D. W. Berguson, 
Coolerator market research man- 
ager, showed results of an R. L. 
Polk Company survey which indi- 
cated that 12% of present refrig- 


erator owners intend to buy a 
new refrigerator during the next 
year. When asked why they were 
planning to replace their old re- 
frigerators (many were less than 
5 years old) 84% answered that 
they want more capacity or more 
space for frozen foods. 


Dealers Show 
New Raytheons 


@ Tue NEw Raytheon television 
sets for 1951 were displayed to 
Georgia dealers in Atlanta recent- 
ly. 

Electric Sales and Service Co. 
of Atlanta, distributors for Ray- 
theon, sponsored the showing. 
More than 170 dealers took part. 

Sam Aiola, TV sales manager 
for Electric Sales and Service, 
said the new Raytheon line in- 
cludes 13 models, ranging from 
table sets to combination consoles. 
Prices range from $279 to $750. 

A feature of the sets is the ex- 
clusive “ray-dial” continuous tun- 
er which automatically synchro- 
nizes both picture and sound. A 
wide variety of new styles in cabi- 
nets also is offered. 

Raytheon officials in Atlanta 
for the showing included A. E. 


Welch, of Boston, regional sales 
manager; George J. Paulus, of 
Baltimore, district sales manager: 
and Kenneth Brown, of Washing- 
ton, field engineer. 


51 Frigidaire Lines 
Shown to Dealers 


@ New 1951 tines of Frigidaire 
appliances, highlighted by smart- 
ly styled household refrigerators 
designed for once-a-week shop- 
ping and electric ranges featuring 
a revolutionary; new “Wonder 
Oven,” are being shown to dealers 
in a series of regional meetings. 

The extensive lines of Frigi- 
daire appliances include: four 
types of refrigerators with capa- 
cities ranging from four to 17 
cubic feet; electric range models 
in 40, 30 and 21-inch sizes; home 
laundry equipment featuring an 
automatic electric clothes washer, 
dryer and electric ironer; food 
freezers; electric water heaters, 
kitchen cabinets and sinks, and a 
dehumidifier. 


Top model of the broad new 
refrigerator line is the 10-cubic- 
foot two-door Imperial refrigera- 
tor (10-100) , which provides three 
kinds of cold—each with its own 
refrigeration system, operated by 
a single rotary Meter-Miser com- 
pressor, located at the bottom of 
the cabinet. Like all models in 
the line, it offers large flexible 
capacity and safe cold, which per- 
mits the housewife to buy and 
store foods for longer periods of 
time. This fits in with the popu- 
lar desire for once-a-week shop- 
ping. 

Focal point of the new range 
line is the “Wonder Oven” on the 
RO-60 and RO-50 models. This 
radically new development pro- 
vides an oven that permits prep- 
aration of different foods at dif- 
ferent temperatures at the same 
time, in the same oven. This uni- 
que procedure is accomplished by 
converting one large single oven 
into two separate ovens with a 
movable unit. The upper oven 
has two heating units so that it 
may be used for broiling as well 
as baking or roasting. The lower 
oven is equipped with a single 
bottom heating unit, especially 
designed for baking or roasting. 
There are separate controls for 
each oven. 

Another unique feature of the 
new “Wonder Oven” is that the 
two ovens can be converted in a 
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Once-a-week shopping is the “buy- 
line” of this new 10 cu. ft., two- 
door Frigidaire refrigerator which 
features three kinds of cold, each 
with its own refrigeration system. 


matter of seconds into a single 
giant oven of 6,160 cubic inches, 
25 per cent larger than last year’s 
standard ovens. This is accom- 
plished by simply moving the cen- 
ter section to the bottom of the 
oven. 

The streamlined automatic 
clothes washer, which was intro- 
duced last summer, features: an 
improved Select-O-Dial timer not 
only controiling normal washing 
time, but shorter or longer peri- 
ods; an automatic signal light; a 
pulsator affording “Live-Water” 
washing action, and a single por- 
celain-finished tub with a spin- 
ning action of 1,140 revolutions 
per minute. A new rubber pulsa- 
tor, which prevents jamming if 
small articles or toys are left in 
clothing accidentally, is another 
important feature along with a 
new flexible rubber cap which in- 
corporates a measuring cup in the 
soap dispenser. 


Du Mont Shows 
Giant TV Screen 


@ A Du Mont television receiv- 
er with a giant 30-inch screen was 
shown to Georgia dealers at a re- 
cent meeting in Atlanta. 

Walter L. Stickel, general sales 
manager of the Allen B. Du Mont 
Laboratories, said the 30-inch 
screen is the largest TV receiver 
ever built. Called the Royal Sov- 
ereign, the set is designed for use 
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in large homes and commercial 
establishments such as hotels and 
restaurants. 

Du Mont also introduced six 
new TV receivers with screen 
sizes from 17 to 19 inches. These 
included three combination video, 
radio, phonograph models. One, 
the Westminster, contains TV, 
AM and FM radio, a tape record- 
er, and three-speed phonograph. It 
also has an automatic clock which 
will switch the recorder on and 
off to record radio programs to 
be listened to later. 

Concerning the outlook for sets, 
Mr. Stickel said there will be 
“steadily less production” from 
now on to midyear. After that, he 
predicted, materials shortages will 
cut production 50 per cent or 
more. 

Willis O. Jackson is southeast- 
ern regional manager in Atlanta 


for Du Mont. Edwards-Harris Co. 


is the Georgia distributor. 


@ THE NEW Motorola television 
sets for 1951, including 18 models, 
are being shown to dealers from 
all over Georgia at the offices of 
Kenrow, Inc., 451 Bishop St., N. 
W., it was announced by Vance 
Woodcox, Kenrow president. The 
Atlanta firm is Georgia’s distribu- 
tor for Motorola. 

The new line includes six 20- 
inch, one 14-inch, and 11 17-inch 
TV receivers. 

An exclusive innovation, Mr. 
Woodcox said, is the virtual elim- 
ination of glare from the screen 
through the use of concave glass. 

Also new this year is a 20-inch 
model shipped with demountable 
legs, for use either as a table or 
console model. Incorporated in all 
the Motorola sets for 1951 is a 
new vertical synchronization unit. 
It is said to provide steadier pic- 
tures in fringe areas and other im- 
proved reception. 

Of the 18 new models, five are 
table sets, seven are console, and 
six are TV - radio - phonograph 
combinations. 


@ Tue 1951 tine of Norge refrig- 


erators, ranges, electric water 
heaters, and washing machines 
was presented to Georgia dealers 
at special showings recently. 

Sponsored by Hopkins Equip- 
ment Co., Atlanta, state distribu- 
tors for Norge, the showing was 
="g at the Georgian Terrace Ho- 
tel. 

R. E. L. Tolbert, regional sales 
manager for Norge, presented the 
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@ BaucuMman-LaPrette, Inc., a 
newly established distributorship 
for five makes of appliances in 
North Texas, has opened offices 
at 2016 Richardson, Dallas, with 
J. B. Bauchman as president. The 
firm will distribute Arvin radio, 
television, and electrical house- 
wares; Amana food freezers and 


refrigerators; Laundry Queen 
home laundry equipment; Su- 
preme gas and electric ranges; 
and Jewel radios. A dealer or- 
ganization to be composed of 
about 450 retailers is being set up 
under the direction of F. B. La- 
Prelle, general manager, and J. L. 
Murrell, sales manager. 





F. B. LaPrelle, left, general manager, and Jim Murrell, right, sales manager 
of new Dalias distributors Bauchman-LaPrelle, inspect the 18-foot model 
Amana home freezer, distributed by the company. 


new - refrigerators, and the gas 
ranges were introduced by Frank 
L. West, district representative. 
Tom M. Nash, sales manager for 
Hopkins, extended greetings. 
Allen Crook, Hopkins president, 
also participated. 

The nine new refrigerator mod- 
els range from six cubic feet to 
11 cubic feet in size. An innova- 
tion is a “jet” defroster system, 
said to defrost in a matter of min- 
utes. Featured in the line is an 
11-foot model for rural use. 

The washing machines include 
both wringer and automatic mod- 
els, and in addition to the elec- 
tric water heaters the company 
also presented a new freezer. 

Approximately 350 state deal- 
ers were invited to the two-day 
showing. 


@ More tHan 600 Philco dealers 
and salesmen in north and central 
Georgia met recently at the At- 
lanta Athletic Club for a preview 
of the 1951 line of Philco electric 
refrigerators, electric ranges, elec- 
tric room air-conditioning equip- 
ment, and television sets. 


The occasion was the annual 
dinner of the Brown Distribut- 
ing Co., of Atlanta, Philco distri- 
butors for north and central Geor- 
gia. J. C. Brown, head of the com- 
pany, was the host, and Pat Mur-- 
phey, manager of the company, 
was toastmaster. 

Following is the new line of 
Philco products for 1951: 

Eleven new refrigerators rang- 
ing in price from $214.95 to 
$484.95. 

Four new models of room air 
conditioners ranging in price from 
$344.95 to $995. 

Nine kitchen ranges priced from 
$169.95 to $449.95. 

Twenty-eight television sets 
priced from $199.95 to $825. 

Jack Otter, of Philadelphia, 
Philco’s national sales manager, 
said that the prices of the new 
models reflect little or no increase 
in price since last fall. 

Other speakers included Ray 
George, Philadelphia, Philco’s ad- 
vertising manager, and Robert 
White, also of Philadelphia, man- 
of Philco’s range division. Morgan 
Greenwood is advertising man- 
ager of Philco’s television division. 
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Yames and Faces 





Creation of a new South Atlantic 
sales district, with headquarters at 
Richmond, Va., and appointment of 
C. J. Arnall, of Richmond, as district 
sales manager, has been announced by 
Frank J. Simpson, vice-president of 
Thor Corporation. 


Mr. Simpson said the new sales dis- 
trict will include the states of Vir- 
ginia, West Virginia, North Carolina, 
and South Carolina. It is being creat- 
ed, he said, “To give more intensive 
sales support to our distributors and 
dealers in a rapidly growing home 
laundry appliance market.” 

Mr. Arnall is a veteran appliance 
merchandiser. For the last two years 
he has been sales manager of Old 
Dominion Distributing Co., Richmond. 
From 1935 to 1949, he was buyer man- 
ager of the appliance division of Miller 
and Rhoads, Richmond department 
store. He is past president of the Elec- 
trical Radio & Refrigerator Club of 
Richmond. 

® 


H. B. Price, Jr., Price’s Inc., Norfolk, 
Va., has been elected a vice-president 
of NARDA for 1951. 


Georgia Appliance Co., Atlanta, has 
been appointed distributors for most of 
Georgia for the complete line of prod- 
ucts of Florence Stove Co., including 
electric and gas ranges, oil ranges and 
stoves, gas and oil heaters. 

Announcement of the appointment 
was made recently by Herndon Thomas, 
president of Georgia Appliance, and 
Charles P. Connally, Jr., Atlanta re- 
gional manager for Florence. Mr. 
Thomas’ firm is one of the state’s larg- 
est wholesale distributors of electric 
and gas appliances. Walter Trippe is 
general sales manager. 

+ 

The board of directors of the Chicago 
Electric Manufacturing Company has 
announced the election of Stanley M. 
Ford as president of the company. Mr. 
Ford joined the Chicago organization 


in 1945 as general sales manager, and 
was elected vice-president in charge 
of sales in 1948. 

Mr. Ford is a graduate of Colgate 
University. His association with the 
electric appliance industry started in 
1928 with his employment by the Gen- 
eral Electric Co., and he became sales 
manager of that company’s small ap- 
pliance line in 1937. In 1942, Mr. Ford 
joined the War Production Board as 
section and branch chief in the con- 
sumers’ durable goods division. Follow- 
ing service with the U. S. Marine Corps 
from 1943 to 1945, Mr. Ford became 
affiliated with the Chicago Electric 
Manufacturing Co. 

e 

The election of Judson S. Sayre, gen- 
eral manager of the Bendix Home Ap- 
pliances Division of Avco Manufactur- 
ing Corp., as a vice-president of the 
corporation, has been announced by 
Victor Emanuel, president. 


Judson S. Sayre 


Mr. Sayre formerly was president of 
Bendix Home Appliances, Inc., recently 
acquired by Avco. 

a 

Arthur L. Reese, formally manager of 
Motorola’s communications and elec- 
tronics division west coast region, has 
been appointed marketing manager of 
the Microwave and the Carrier and 
Control sections of the company. 

Starting as a sales engineer, Art 
Reese has served the company during 
the past 15 years in its field sales or- 
ganization. Prior to his direct em- 
ployment by Motorola, he was asso- 
ciated with the company’s products 
through its distribution and service or- 
ganization. 

* 

O. C. Emery was recently appointed 
service manager of the O. A. Sutton 
Corp., manufacturers of the Vornado 
air circulator. Mr. Emery has been 
associated with Vornado in the service 
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engineering department for the last 
five years. 

In his capacity as service manager, he 
will be responsible for administration 
of service with Vornado distributors 
and dealers in both domestic and for- 
eign markets 

e 

Leroy H. Kise. buyer of electrical ap- 
pliances for Rich’s, was elected the new 
president of the Atlanta Electrical As- 
sociation recently at the annual dinner 
and dance of that organization, attend- 
ed by 200 members and guests. Mr 
Kise succeeds J. H. Cawthon of Caw- 
thon & Hollums, at East Point. 

Other officers elected were: Ed F. 
Yancey, Jr., of Advanced Refrigeration, 
Inc., vice-president; A. F. Eichenlaub, 
honorary secretary; and _ directors 
Herndon Thomas, J. C. Brown, Vance 
Woodcox, and J. H. Cawthon; and hold- 
over directors: Howard Wilson, John H. 
Harte, and Earl W. Gunn. A. E. Foster 
was elected an honorary life member 

The Atlanta Electrical Association is 
an organization of wholesalers, distri- 
butors, and retailers of electrical ap- 
pliances in the Atlanta metropolitan 
area. L. L. Austin is the executive 
secretary of the organization 


The appointment of Paul H. Hill as 
director of sales of Nesco, Inc., has been 
announced by William P. Howlett, ex- 
ecutive vice-president of Nesco 

Mr. Hill will assume over-all direc- 
tion of sales in the housewares, electri- 
cal, and stove and heater divisions of 


Paul H. Hill 


the company. He will be located in the 
new national headquarters of Nesco at 
201 N. Michigan Ave., Chicago. 


Appoiniment of J. Truman Stone as 
sales promotion manager of the Kelvi- 
nator Division, Nash-Kelvinator Corp., 
has been announced by J. C. Bonning, 
advertising manager. 

Mr. Stone has been advertising man- 
ager of the company’s Leonard Division 
for the past four years. 

Mr. Bonning also announced that W. 
L. Hullsiek has been appointed Leonard 
advertising manager, succeeding Mr 
Stone. Mr. Hullsiek has been Kelvi- 
nator-Leonard advertising and sales 
promotion manager of the corporation's 
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Minneapolis zone for the past year. 

Mr. Bonning said that Lowell Collins, 
former sales promotion manager, has 
transferred to the company’s ice cream 
cabinet division as district manager in 
New York. 


os 
Chelsea Fan and Blower Co., Inc., 
has announced the advancement of 
George J. Read to vice-president from 
general manager. Mr. Read joined 


George J. Read 


Chelsea in 1946. His new duties will 
include sales, public relations, and pro- 
motional activities. 

Chelsea also announced the advance- 
ment of Henry W. Clower to vice- 
president in charge of southern opera- 


Henry W. Clower 


tions from southern sales representa- 
tive. In his new capacity, Mr. Clower 
will handle trade and industrial con- 
tacts throughout the Southeast through 
his sales staff working out of Chelsea’s 
Atlanta office. 

e 

Ira Lavin, formerly acting managing 
director of the National Appliance and 
Radio Dealers Association, has been 
appointed to the newly created post of 
trade counsel, it was announced by 
Mort Farr, NARDA president. 

Mr. Lavin will act as liaison between 
the association’s membership and other 
elements of the industry and associated 
agencies such as manufacturers, distri- 
butors, utilities, and governmental 
groups. 

His initial activities include arrang- 
ing meetings with other trade groups 
including Gas Appliance Manufactur- 
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ers Association, the Edison Electric In- 
stitute, and the American Gas Associa- 
tion, in order to stimulate closer co- 
operation between the dealers and oth- 
er segments of the industry. 

Mr. Lavin has been public relations 
counsel for NARDA for the past two 
years, and served as acting managing 
director for the six-month period prior 
to February 1. 


The appointment of J. W. Purvis, of 
Detroit, as assistant sales manager of 
dealer sales for Youngstown Kitchens 
has been announced by C. D. Alder- 
man, Youngstown’s general manager of 
merchandising. 

Mr. Purvis, who will make his head- 
quarters at the factory in Warren, Ohio, 


; has been with the company since 1940. 


He served as a regional sales manager 
until he was made zone sales manager 
in May, 1950. 

® 


Curtis L. Peterson has been named 
merchandising promotion director of 
John Meck Industries, it has been an- 
nounced by John S. Meck, president. 

Mr. Peterson was formerly advertis- 
ing and sales promotion manager 
for Ekco Products Co., Chicago. He 
has been active in the advertising 


~ agency field, graphic arts, and retail 


store operation. 

His headquarters will be in the re- 
cently opened sales office and show- 
room at 1020 Rush St., Chicago. 


E. G. McLeroy, salesman with Re- 
frigeration-Appliances, Inc., Atlanta, 
was honored recently as one of the 
three leading salesmen in the South- 
east for Hussmann commercial refrig- 
eration products. Refrigeration-Appli- 
ances is the Atlanta Hussmann distri- 
butor. 

The recognition of Mr. McLeroy’s 
work came during a two-day South- 
eastern district meeting of Hussmann 
refrigeration distributors and dealers 
from Georgia, Alabama, Florida, Ten- 
nessee, and the Carolinas. 

In Atlanta for the meeting were W. 
J. Stelpflug, vice-president in charge of 
sales for Hussmann, and A. B. Biddle. 
general sales manager of regional ac- 
counts. These men presented to the 
dealers and distributors the future 
plans of the company. C. E. Hall is 
Southeastern district sales manager. 


Appointment of Robert M. Mitchell 
as general sales manager of the Whirl- 
pool Corp., St. Joseph, Mich., has been 
announced by Elisha Gray, president. 

Mr. Gray also announced that LeRoy 
M. Howard has been promoted to sales 
manager for war production, and John 
M. Crouse will become sales manager 
for Whirlpool division products. 

In his newly created post, Mr. Mit- 
chell will be responsible for all home 
laundry equipment sales. The position 
also includes supervision of foreign 


operations, directed by Gardiner S. 
Platt, and customer service, which is 
under James R. Chapman. 


Robert M. Mitchell 


Until now Mr. Mitchell has been 
Whirlpool division sales manager, an 
assignment he was given two years ago. 
He has been with the company since 
1936. 

Mr. Howard, a nine-year veteran 
with the home laundry firm, was direc- 
tor of sales promotion before receiving 
this assignment. Mr. Crouse joined 
Whirlpool two years ago as eastern 
zone regional sales manager. 

* 


Frank B. Johnston, Jr., has been 
named as assistant manager, merchan- 
dised products sales division of the 
Herman Nelson Division, American Aiir 
Filter Co., Inc., according to an announ- 
cement by Robert W. Nelson, company 
vice-president. Mr. Johnston was for- 
merly manager of the Cleveland branch 
office of Herman Nelson. Mr. Johnston 
joined Herman Nelson in 1946. 

Donald W. Fink, former service engi- 
neer for Minneapolis-Honeywell, has 
joined the St. Louis branch office of 
Herman Nelson as a product applica- 
tion engineer. 

a 


Hodge C. Morgan, director of sales for 
Automatic Washer Co., Newton, Iowa, 
has announced the promotion of A. E. 


A. E. Burchard 


Burchard to divisional sales manager of 
the Southwest Division, with head- 
quarters in Dallas. 


ELECTRICAL SOUTH for MARCH, 1951 





a lively “off-season’”’ fan business by selling important 


THIS FORTUNATE FELLOW 
is a Handybreeze Fan dealer! Every year about this time 
lots of gals (guys, too) rush into his store for the comfort 
that sees them through summer in style. Here's how he does 


Handybreeze year-round benefits! 


Give Electric Housewares, first 


choice for every gift occasion 








Important 02" 


ul 
Fan ae Needs 


DEALER: This Clearvue 
Window Ventilator gives 
good circulation all year 
long! It airs out hot smoke- 
filled rooms, or pulls in 
fresh air. You can use it for 
blowing out cooking odors, 
stale air, smoke and steam! 
Made with durable trans- 


4 parent lucite panel, it lets 


you see out! 


CUSTOMER: That's just 
what my home needs! 








DEALER: Handybreeze 
Dial-Aire Cabinet Fan has 
many speeds! It can be 
used to drow in fresh air 
on cool summer evenings 
ond to circulate the air on 
hot days. It ventilates hot 
stuffy rooms in winter, too 
Use it as an end table, 
floor model or window fan! 


CUSTOMER: it's a hand- 
some piece of furniture, too! 











DEALER: Here's a 10-inch 
Hondybreeze Pin-Up Fan 
that’s really hondy! It's 
safe—you can hang it on 
the wall, out of the chil- 
dren's reach. You can use 
it on the floor or set it on 
the table. It's ideal as a 
heat circulator in winter 
and cooling fan in summer! 
CUSTOMER: It's certainly 
practical—and | like its 
pin-up feature. I can keep 
it away from little fingers! 











The Handybreeze Spring Sales Promotion helps 
you sell the important Year-Round Use Values of Handybreeze Fans! 





DEALER: Yes, and Handy- 
breeze oscillating fans cir- 
culate warm air and cut 
fuel bills. They dry domp 
rooms, clothes, hair, nail 
polish, paint. The new 
1951 cast rotor fans give 
more power forless money! 


CUSTOMER: Now I can see 
a use for a fan in every 
room in my home. Your fan 
line has just what | need! 








SEND COUPON TODAY —Turn Prospects Your Way! 


Chicago Electric Manufacturing Company 
6333 West 65th St., Chicago 38, Illinois 


* Floor Display 
* Demonstration 
Balloons 


Handybreeze 
Electric Fant 


Chicago Electric M f ing Company, Chicago 38, Illinois 
Makers of Handyhot Quality Electric Housewares 


* Window Display * NEMA Fan Manual 
* Window Stickers * Counter Cards 
* Newspaper Ad * Consumer Folder 





Gentlemen: | want my shore of profits from Handybreeze Fan sales, 
not only this summer, but in every season of the yeor! 

o Send me immediately complete information on the 1951 Handy- 
breeze Fan Promotion and the “No Charge” Spring Sales Promotion 





iene 
er 


Mn ee 
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Six individually switched Air King 

fans — wall, window, and ceiling 

— are included in this completely 
wired display. 


Berns — 
Air King Display 


THe Berns Mfg. Corp., 2278 No. 
Elston Ave., Chicago, maker of Air 
King fans, has announced a new, per- 
manent display that permits the buy- 
er to see wall, window, and ceiling 
fans in actual operation. 

The display is completely wired and 
comes equipped with six of the most 
popular Air King models, each in- 
dividually switched. The entire unit 
requires 60 by 24 inches of floor space, 
thus providing practically a complete 
fan department in a minimum amount 
of space. It is built of natural blond- 
finished plywood. 


General Electric — 
Radio and TV Material 


Speciat sales promotion material is 
now available for G. E. dealers to 
boost clock-radio, FM, and TV lines 
manufactured by General Electric Co., 
Electronics Park, Syracuse, N. Y. 

For the clock-radio line, G. E. has 
prepared a special display in the form 
of a “Counter Clockwise” motion dis- 
play for dealers’ counters. It has a light 
that rotates around the “clockwise” 
circle four times a minute. This five- 
color display has eight consumer bene- 
fit spots in the circle, each selling a 
different feature of the clock-radio as 
it lights up. 

The FM promotional material is de- 
signed to tie in with sports or any 
other programs broadcast on FM. The 
kit includes a large counter display 
that holds an FM-AM radio, an easel 
card, a mat supplement, 25 envelope 
stuffers, and a window streamer. 

A new television kit for dealers in- 
cludes descriptive material and a mat 
supplement for local advertising. 
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Westinghouse — 
Merchandiser Salesman 


THIRTY-THREE fluorescent lamps can 
be attractively displayed in a space 
less than 2 feet square by using the 
modern new Westinghouse counter 
merchandiser. 

The silent salesman, equipped with 
five racks, and made of heavy-gauge 
blue enameled wire, allows the cus- 
tomers to see and select the lamps 
they want. 

Fifteen and one-half inches high, 18 
inches wide, and 10 inches deep, the 
merchandiser, No. X-338, may be ord- 
ered from any Westinghouse lamp’ sales 
office. Shipping weight is 5 pounds. 
Up to 33 lamps can be displayed. 











This Westinghouse counter merch- 

andiser provides 2 square feet of 

space for displaying up to 33 
fluorescent lamps. 


A 15-piece set of white plastic 
seale models of the Universal 
Select-A-Range — ‘%& actual size 

available from Landers, 
& Clark for dealer demon- 


strations. 


— is 
Frary 


Universal — 
Select-A-Range Models 


A comPLeETE 15-piece white plastic set 
of scale models of the Universal Select- 
A-Range is now available to Landers, 
Frary & Clark dealers to assist them 
in increasing their Select-A-Range 
sales effectiveness. 

The scale models, which are % ac- 
tual size of the regular Select-A-Range, 
can be used in store windows to inter- 
est traffic; in the store to facilitate cus- 
tomers’ on-the-spot kitchen planning; 
to demonstrate the versatility of the 
Select-A-Range; to show customers 
how to bring cooking to their con- 
venience level; and to show flexible 
cooking capacity and utility areas. 

The set includes two ovens (2% 
inches by 3 by 3); two platform sur- 
face units (2% inches by 1% by 3); 
seven drawers, one with counter top 
(2% inches by 1 by 3); four drawers 
with toe base (2% inches by 1% by 3) 


S. M. Fassler, manager of advertising and sales promotion for G. E.’s 
receiver division, examines the division’s latest sales promotion material 
on radio and TV now availagle to dealers through G. E. distributors. The 
new TV promotion kit for dealers includes three window streamers, 10 
full-line folders, one wall chart, and one mat supplement. 
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Produet Parade 


Deepfreeze Refrigerators b i g ui & r SALES 


A ine of six new refrigerators has 
been announced by Deepfreeze Appli- 
ance Div., Motor Products Corp., No. 


ees = FEATURE 
The new refrigerators have frozen 


storage capacity of more than 50 
pounds. An insulated full-width draw- 
er below the freezer compartment pro- 


vides extra storage space for frozen : 
foods. Practical features that provide » = - o 
a space and place in the door for the - rs 
a Ea er FLOOR 
s es | nen 7 . 2 
oe = FAN 
s72} = ~ : 








Here’s why they sell: 


{ eZinwtiented They're Beautiful —Eye-appealing, with modern design 
and handsome finish. 


things homemakers use most include 9 : ; s 

dhe Renter; Ge cno-anet bendy They're Clean—FASCO's exclusive solid base keeps floor 

jugs, butter box with spread control, dust out of the breeze. 

the handy bin, and the bottlestor. 
Besides offering convenience fea- They're Safe—Guards and careful design protect children 

tures in the door, the new refriger- 

ators provide efficient shelf arrange- and pets. 

ment, giving utility in every cubic 

inch of refrigerated space. Adjustable They're Rugged —Alll metal construction, die-cast legs, 

shelves in the cabinet allow ample h d 

storage of gallon milk jugs and al- eavy duty motor. 

most any size commercial bottle or x 5 

can. They're Quiet—Silent blades; resilient mounted motor 
Included in the new line are three i P . 

9.6-cubic-foot models, two 11.5-cubic- doesn’t interfere with radio or TV. 

foot models, and one 7-cubic-foot . : 

seated, These mie Weds Six alien 0 They're Effective—Power-plus motor, deep-pitched blades, 


special self defrosting model. This plus scientific design. All the air in the room moves 
model will defrost automatically and 
evaporate the defrost water with the .. . without a draft. 
heat of the compressor. 


° ALWAYS FAST SELLERS... 


Comfort Calculator — 
FASCO Oscillating Fans—Unbeatable values, 
VORNADO DEALERS and their salesmen 


iit wis a cteee hi inak oak tie ay beautifully styled, precision made—and priced 
 iaygr es — porn gees — . to sell. Available in seven models—1 0”,12”, and 
t _ A. Sutt .. Wichita, ‘ ’ : 

Kan. Se coeaat eae pee ar Sie 16” blade sizes. Pedestal models too! 

prover size air circulator to suit their = 

needs. ; FASCO — the featured line of better merchants. 
A very effective sales tool for deal- 

ers, the calculator is designed to as- 

sure the customers of maximum com- 


fort by selecting the proper size WRITE TODAY FOR 


Vornado to fit their particular re- 


quirements. FULL DETAILS AND PRICES! 


o 
Home Cleaning Equipment A. SMITH } 
A NEw Universal motor-driven vacu- aYa/ | d . 
SRS IS ndustries, Inc. 
Clark, New Britain, Conn. The clean- ROCHESTER N.Y 





ELECTRICAL SOUTH for MARCH, 1951 








er is equipped with an exclusive suc- 
tion regulator which permits the opera- 
tor to regulate suction control accord- 
ing to rug weight and thickness with 
a flip of a lever. 

A disposable paper bag allows quick 
dust disposal — the cleaner bag zips 
open for instant removal of the paper 
bag insert. Other features include a 
“Vibro Brush” which loosens stub- 
born dirt; pistol-grip handle with 
fingertip-control switch; protective 
bumper; headlight; and a three-posi- 
tion handle control. 


® 
Large-Size Freezers 


Two new home freezers in 15- and 
23-cubic-foot sizes developed to meet 
the increasing demand for larger sizes 
are being introduced by Hotpoint, Inc., 
5600 W. Taylor St. Chicago 44, IIl. 

The EK-15 will hold 532 pounds of 
frozen food, and the EK-23 (illustrat- 
ed) has a capacity of 808 pounds. 
Freezing capacity is 73 pounds every 


24 hours in the smaller appliance, and 
130 pounds in the 23-foot model. 

Both models have a convenient com- 
partment located above the freezing 
unit. The user can freeze food in this 
section without disturbing other stored 
articles, and later transfer them to the 
baskets in the storage cabinets. It has 
a 3.3-cubic-foot volume and a capacity 
of 116 pounds. 

The 23-foot freezer has two counter- 
balanced lids so that only one section of 
the appliance need be opened at one 
time. Both models have hermetically 
sealed freezing units, lighted alarm 
signals that indicate the temperature 
has risen 15 degrees, and interior lights. 

Other freezer models are in 8- and 
ll-cubic-foot sizes. The EK-8 will 
hold 280 pounds and the EK-11 has 
a capacity of 389 pounds. 


Emerson Fan Catalog 


A new Emerson-Electric general fan 
catalog, illustrating in color and de- 
scribing in detail their complete line 
of fans for 1951, is being offered by 
The Emerson-Electric Mfg. Co., St. 
Louis 21, Mo. 

This colorful 32-page catalog gives 
design and construction specifications 
with complete performance data on 
the various typés of desk and stand 
fans, air circulators, ceiling fans, kitch- 
en ventilators, exhaust, attic, and win- 


108 





CARL W. EVANS, Editor 


Business Manager 


MARCH 


BARON CREAGER, Southwestern Editor 
1305 National City Bidg., Dallas, Tex. 


T. W. MeALLISTER, Vice-Pres., Editorial Director 


FRANK P. BELL Cc. M. GRAY 
Asst. Business Manager 


1951 


FRANCES J. BLACK, Assistant Edisor 


J. A. MOODY 
Production Manager 


" 





SouTHERN Power & INDUSTRY 





L. B. CHAPPELL. 427 W. 5th St. Los Angeles, Calif. Tel. Mich. 9849 
JoHN C. Cook, 333 N. Michigan Ave., Chicago 1, lll. Tel. Central 6-4131 
GeRARD TEASDALE, 78 Manhattan Ave., New York 25, N. Y. " 

Hill 2-4959 
W. C. RutLann, Post Office Hox 
W. G. SHEEHAN, 2516 Gasser Blvd.. Rocky River Station, Cleveland 16 


Ohio. Tel. Edison 1-0856 


Published Monthly by 
W. R. C. SMITH PUBLISHING COMPANY 
Editorial and Business Offices 
806 Peachtree Street, N. E., Atlanta 5, Georgia 


Publishers Also of 
TexTite INDUSTRIES 
SouTHeRN AUTOMOTIVE JOURNAL 


Tel. Murray 


192, Gastonia, N. C. Tel. 7995 


SouTHERN KuILoING Surr.ies 
SoutHeRN Harpwars 








dow fans. Included is detailed dimen- 
sional information fer Emerson-Elec- 
tric attic fans, window fans, exhaust 
fans, and ventilating fans. 

A copy of this catalog (Unit X6849) 
will be mailed to those requesting it 
on their company stationery. 


« 
TV Tube Coating 


A new fast-drying conductive coat- 
ing, designated “Tube Koat,” for re- 
coating the outside of television has 
been announced by General Cement 
Mfg. Co., 919 Taylor Ave., Rockford, 
Ill. 

There has been a need by service- 
men and distributors for a way to re- 


pair the outer coating of television 
picture tubes that are peeling or have 
become scratched during repair, ac- 
cording to the manufacturer. The 
new material can be used to coat the 
inner part of the TV cabinets to pre- 


vent high-voltage leaks and static dis- 
charge. 

Further information about “Tube 
Koat” is available from the General 
Cement Mfg. Co., or the area rep- 
resentative. 

a 


Constant Voltage Transformer 


THE NEW TeleVolt constant voltage 
transformer, manufactured by Sola 
Electric Co., 4633 W. 16th St., Chicago 
50, Ill., was designed to end television 
screen jitters, flicker, and distortion 
due to voltage fluctuations and. line 
overloads. 

The plug-in transformer brings out 
all the fine qualities of television re- 
ception by maintaining operating volt- 
age at the manufacturers’ rated re- 
quirements. It also protects costly 
components against violent voltage 
surges, stabilizing voltage within per- 
missible tolerance regardless of line 
voltage fluctuations as great as 30 per 
cent. 

The 300-va model sells for $37.50, 
and the 180-va model for $34.50, both 
F. O. B. Chicago (slightly higher in 
Southwest and West). 


@ 
New Thor Washers 


Two NEW wringer-type washing ma- 
chines featuring advanced “rocket” 
styling and one-piece skirts and legs 
made of molded Fiberglas have been 
introduced by Thor Corp., 2115 So. 
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54th Ave., Chicago, II. ' , Da ’ hy 
A third new feature of the machines a . : wi Os ity 
is a “Loadmaster” control - panel Be) at 7 id 


mounted on the skirt front. The new 


machines mark the biggest change in oi 
Thor wringer washer design in 15 oo 
years. 8 
The new models, both having 9- ; 0 


pound capacity, are known as the V-4 
and the V-3 in keeping with their 


styling, which is patterned after the 2 
lines of a rocket. 1% 
The Model V-4 is equipped with a. weiss or 


new “Miracle Touch Wringer” of Thor 


design. It is enclosed in a streamlined 

housing of die-cast aluminum and is . UI ET : 

equipped with functional, fingertip- ir 4 V) 
control levers. The Model V-3 is ooo 


equipped with a streamlined Lovell 

wringer with adjustable tension con- A 

trol. ce, e 
6 2 


Electric Range Line SAINT Louis 


Tue A. J. Lindemann & Hoverson Co., 
Milwaukee 15, Wisc., has announced 
the Deluxe line of Lectro-Host electric 
ranges for 1951. 

A new concealed oven unit has been 
developed to replace the former rod- 
type unit. This new unit is perma- 
nently attached and concealed beneath 
the oven lining, leaving no exposed 
coils and making oven cleaning easier. 
A dished deflector, positioned in the 


Ready to boost your 
(951 sales 


Your surest step to fast fan sales . . . these exclusive patented 


spring-suspended Internationals operate below a whisper—actu- 
ally sell themselves by offering the MOST for your customer's 
FAN DOLLAR! 
f @ Silent—no hum or vibration—it float™ 
on springs. 

bottom of the oven to catch spill-overs - : ‘ 
and provide even baking, is easily lift- se pO” @ Beautifully styled cabinet 
ed out for cleaning. ‘ es © : ” 

On the single-oven model, the upper 5 teat? 1c 20 © Powerlul—big 20" blades move 
half of the usual storage compartment mode - more than 3500 CFM. 
has been converted to a handy warm- 3 sion 2. T 4 
ing area for keeping hot dishes warm q onthe ee 
until served. The lower half provides 
storage for a broiler pan and tray when 
not in use. The warming area is con- 
trolled by a switch conveniently located 
on the range backguard. 

The difficulty of opening and clos- 
ing heavily loaded storage drawers has 
been eliminated by the use of Nylon WRITE OR 
rollers, which provide silent and easy WIRE TODAY 
operation even though the drawer is FOR OUR 


heavily loaded. 
° 1951 CATALOG 
Hotpoint Refrigerators SHOWING 


Two new refrigerators with frozen- COMPLETE LINE OF 
food compartments extending across SPRING-SUSPENDED 
the top, defrost indicators, door 
shelves, and conditioners that keep but- FANS! 
ter at spreading consistency, are in- 


Fits any window up to 44” width. 
Guaranteed. 


"peices. gmeiermenatat cn aaa iri naar er tt 
FAN DIVISION, 

INTERNATIONAL OIL BURNER CO., 

3802 Park Ave., St. Lovis 10, Mo. 

Please send me full details on your complete line of silent 
spring-suspended fans for 1951. 


eR cneitiioninincienshtall 





Address 
City ‘ __Lone___State 
My distributor's name is: 


ni se - Sa 





fee pes 
See ee re a 
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cluded in a series of nine new 1951 
refrigerator mode!s introduced recent- 
ly by Hotpoint, Inc., 5600 W. Taylor 
St., Chicago 44, Ill. 

The ED87-5 and ED110-5 have many 
advanced demonstration features, yet 
are priced in the medium bracket. The 
1951 models with door shelves, called 
“Super-Stor,” are headed by two de- 
luxe combination refrigerator-freezers 
in 8.7- and 10.6-cubic-foot sizes. The 
deluxe boxes also have a built-in but- 
ter conditioner, two large vegetable 
pans, and a hinged left-over rack. 

Other 1951 models are the EC8-2, 
which has a horizontal evaporator, in 
the low-price class; the EB81-5 and 
EA83-5, with conventional type evap- 
orators; a low-cost 6-foot box; and a 
4-foot under-counter refrigerator for 
small homes and _  apartment-house 
kitchens. 


© 
Westinghouse Food Mixer 


A NEW FOOD MrIxeR that beats the 
heaviest batter to a smooth consistency 
without stalling or slowing down has 
been introduced by the Westinghouse 
Electric Appliance Div., Mansfield, 
Ohio. 

Called the Food Crafter (FM-511), 
it is as easy to use by left-handed 


people as right-handed ones. The mix- 
er develops 1/8 h.p. and the beaters 
and bowls are designed to work as 
a team. 

The new mixer comes equipped 
with two clear pyrex mixing bowls. 

The mix dial is on the top of the 
mixer at the front of the handle where 
a simple thumb movement will con- 
trol it. The dial markings are for the 
six basic speeds—juice, blend, cream. 
beat, whip, and grind. 

The mixer is easily removed from 
its stand for use as a portable mixer 
by tilting it back and lifting it off the 
stand. 

e 


Disposal Unit 


A NEW garbage disposal unit that 
can be connected to existing plumbing 
with an estimated 20 per cent reduc- 
tion in installation cost is being mass 
produced by Hotpoint, Inc., 5600 W. 
Taylor St., Chicago 44, Ill. 

The new Disposall is fastened to the 
sink by a simple locking arrangement 
so that the unit can be easily rotated 


110 


to line up with existing plumbing. 
Clean styling with all wires concealed 
makes the new unit suitable for at- 
tractive floor and window displays. It 
is about two inches shorter than older 
models, has a capacity of two quarts, 
and fits any 3%- to 4-inch sink open- 


ing. The appliance is finished in me- 
tallic gray and white paint. 

The disposal is available in two 
models. The MW-6 can be installed 
‘in existing sinks or in new automatic 
‘dishwasher sinks. The MWP-6 is de- 
signed for use with pre-plumbed dish- 
washer models. The new units can 
be used in suburban, rural, or farm 
homes with a 500-gallon septic tank. 
If the septic tank has a smaller ca- 
pacity, it should be cleaned more often 
when a Disposall is connected 


e 
New Crosley Refrigerators 


Tue Crosley Division, Avco Manu- 
facturing Corp., Cincinnati, Ohio, has 
announced it was going ahead with the 
addition of three new models to its 
1951 Shelvador refrigerator line. 

The three new models, now in pro- 
duction, are intended to complete the 
line of 11 models introduced in Sep- 
tember, without replacing any existing 
models. 

The new SMC-9 (illustrated) offers 
9.5 cubic feet of storage space and de- 


Silk aaa 


luxe design. It has a large, full-width 
horizontal freezer, with a special draw- 
er for ice trays, which leaves the freez- 
er compartment free for storage. It 
has two sealed crispers, flexible shelf 
arrangement, and accommodation for 


tall bottles, along with the recessed 
shelves in the door to add extra space, 
which are a feature of every Crosley 
model. It is fully appointed in chrome 
trim, with trigger action door handle, 
and has Crosley’s advanced electro- 
saver mechanism. 

A new 11-cubic-foot model, the DC- 
11, also incorporates the horizontal 
freezer and other features, plus a “But- 
ter Safe,” transparent meat holder, and 
seasonal control. 

A third new model, the CC-9, has a 


* storage capacity of 9.5 cubic feet and 


has, in addition to all features contain- 
ed in the DC-11, distinctive “Soft-Glo” 
styling which has proven highly popu- 
lar in models introduced earlier. 


+ 
Universal Water Heaters 


Two new Universal water heaters 
have been announced by Landers, 
Frary & Clark, New Britain, Conn. 
Both heaters have super-safe Tempo- 


stat, a built-in automatic temperature- 
limiting switch that gives protection in 
any emergency. Both new models also 
carry 10-year guarantees. 

Model WHT9352 has a 52-gallon ca- 
pacity, 18-inch tank diameter, 23%- 
inch cabinet depth, 21%-inch cabinet 
width, and 62-inch over-all height. 

Model WHT9582 features 82-gallon 
capacity, 22-inch tank diameter, 27%- 
inch cabinet depth, 2542-inch cabinet 
width, and 66-inch over-all height. 


a2 
G.E. 1951 Range Line 


A new double-oven range with 
push-button controls and a_ built-in 
electrically heated salt conditioner to 
keep the seasoning free-flowing, will 
head the 1951 line of ranges manufac- 
tured by General Electric Co., Bridge- 
port 2, Conn. 

The line will be comprised of a new 
medium-price push-button range, two 
deluxe push-button models, two stand- 
ard ranges, and two apartment house 
models. 

The new double-oven Liberator has 
a higher backsplasher with a full- 
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width fluorescent lamp that lights the 
entire cooking surface. The new Stra- 
toliner has a built-in pressure cook- 
er and a raisable unit in the deep- 
well position. 

The third push-button range, ‘the 
Airliner, incorporates white plastic 
push-button controls on a _ chrome 
panel at the top of the backsplasher. 
Two standard ranges, the Stewardness 
and the Leader, are equipped with 
rotary switches and full capacity 
ovens. The two apartment house mod- 
els come with either three or four 
surface units. 

on 


Hotpoint Clothes Dryer 


A NEW automatic electric tumbler 
clothes dryer has been introduced by 
Hotpoint, Inc., 5600 W. Taylor St., 
Chicago, Ill. 

The new dryer (model LD3) con- 
denses moisture from the heated air 
by means of a fine spray of cold water. 

The dryer can be installed anywhere 
in the house without expensive vent- 
ing and piping. The machine is con- 
trolled by two dials—one an automatic 
time setting from 15 to 60 minutes; 
the other giving a selection of high, 
medium, or low heat. Other dealer 
demonstration features are a 14-inch 
opening that makes the machine easy 
to load; a capacity of 8 pounds, which 
is sufficient to accommodate a full 
load of clothes from the LC3 automa- 
tic washer, which the new dryer 
matches in styling. 


Franchise Policy 
(Continued from page 83) 


in 1949 on a spot check of dealers, 
this manufacturer was receiving 
from 2 to 30 per cent of the deal- 
ers’ unit sales. However in a spot 
check of the first nine’ months’ 
sales of 1950 for the same dealers, 
this manufacturer was receiving 
from 25 to 85 per cent of the deal- 
ers’ unit sales. 

To sum up the results, this 
manufacturer from today on 
would never operate on an un- 
planned basis without a franchise 
that he felt was valuable enough 
to offer a dealer. 


TV Promotion 
(Continued from page 87) 


patch-controlling, however, there 
are still instances when the St. 
Louis television dealer lags far 
behind. A few months ago, when 
ice and snow storms ruined anten- 
nas through the area, Erlich 
found himself no less than 350 
calls behind, a situation which 
called for strong steps to maintain 
good will. 


“It was a real emergency,” he 
said. “Our first step was to call 
the mechanics into a meeting, ex- 
plaining the situation, and telling 
each man that he would simply 
have to work until the office noti- 
fied him to quit. We made some 
changes in various positions, of- 
fered overtime pay, as much help 
as possible for every man, and 
cleaned up the backlog in a little 
more than two weeks. 

“In the meanwhile, however, 
we sent every one of those 350 
customers a postcard apologizing 
for the delay, explaining our posi- 
tion, and promising the best we 
could do. Then, while the me- 
chanics worked overtime, the en- 
tire office force sat down, called 
each of the 300 customers left un- 
serviced, and through personal 
conversations, soothed angry com- 
plaintants. We hope this situation 
never comes up again. In the in- 
terim, such panaceas as postcards 
and phone calls must be used to 
preserve good will.” 

Except for a few out-of-war- 
ranty calls, at $5 per hour, Seidel 


Company’s service is entirely on 
a contract basis with customers 
who bought their television sets 
at the store. While no attempt is 
made at showing a profit—and 
Erlich is happy to break even— 
it has been found that good con- 
tract merchandising can be used 
to create a steady service incom- 
ing which allows for free service 
beyond the usual warranty ex- 
piration date, for training of new 
men, and for buying additional 
service equipment. 

“We have set up a system 
whereby the regular appliance 
salesmen can easily sell the set 
buyer on a second service con- 
tract after the original has ex- 
pired,” Erlich pointed out. 

“The sale. of new service con- 
tracts has become vastly impor- 
tant as an income source, and well 
worth a separate merchandising 
program.” 

A full-time secretary in the TV 
service department operates this 
phase of Seidel operations. When 
the original service contract is 
made out by the salesman who 
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- attic ventilation 


It is designed to fit ANY type building EASILY 
Installation costs, time and effort cut down to a minimum 
WIND-WAY merely sets on the floor of the attic or 

the trim of the well hole. It is NEVER fastened 

in any way, yet it moves the greatest amount of air 
quietly with absolutely NO noise or vibration 
WIND-WAY sells “on sight” to people who recognize it 
as a simple, foolproof, superior fon 
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sells a video customer, two addi- 
tional contracts, one for 90 days 
of service, and another for “bal- 
ance of year service” are added, 
which the salesman shows to his 
prospect as an additional sales 
clincher. 

“The choice of 90-day or bal- 
ance-of-the-year contract, after 
the original has expired, counts 
heavily with maintenance-minded 
buyers,” Erlich said. “To date the 
fact that we offer this has sold 
hundreds of additional sets for the 
firm.” 

Both of the copies of extra serv- 
ice contracts are filed with the 
duplicate of the original in the TV 
service department. Two weeks 
before expiration of the original, 
a letter is mailed to the set own- 
er, with a cut of a string tied 
around a finger at the top. Copy 
starts off, “Dear Customer: We 
tied a string around our fingers 
just for you—in just two weeks 
your service policy will expire. 
For your convenience we are en- 
closing two copies of our renewal 
form. You may choose service 
policy A which gives you the re- 
mainder of the year at the special 
bargain rate of $30, or continue 
with Type B, which offers 90 days 
for $15.” The remainder of the 
letter urges the set owner to make 
a choice and get the contract 
signed and returned before the 
two weeks is up. 

Ninety per cent of the custom- 
ers thus solicited sign up for one 
or the other of the continuance 
policies, which provides a stream 
of badly needed checks for the 
service department. “The bal- 
ance - of - the - year contract has 
proven tremendously attractive,” 
Erlich said. “Naturally, there are 
occasions in which we take a loss 
in extending long service cover- 
ages, but in view of the good will 
and extra operating funds devel- 
oped, this is well worth-while. 

From time to time, there have 
been overages as more sets are 
sold, and new contract income ar- 
rives on the service department’s 
books. Any such surplus goes 
into extra calls, more leniency 
with warranty customers, etc. 

“We can absorb exceedingly 
long repair trips, or make a re- 
pair for a customer a few days 
after the warranty has run out,” 
the manager indicated. “However, 


under most circumstances, we 
break even month after month.” 

Acknowledging the steady vol- 
ume of new sets being sold, Sei- 
del Company is currently setting 
up a new shop across the alley 
from the midtown Washington 
Square showroom building, which 
will triple the size of the service 
department, and allow for storage 
of parts, cathodes, and equipment 
which now must be picked up 
from suppliers as needed. 

With the above methods, and 
constant expansion of the service 
crew, the St. Louis TV dealership 
believes it is in the best possible 
position to keep the service de- 
partment a sales asset, rather than 
an operating hazard. 


Package Kitchens 
(Continued from page 84) 


that they may buy one appliance 
after another, adding each to the 
string, until eventually enough 
are. assembled for the entire pack- 
age job — whereupon, Floridan 
Appliance Company will take 
care of tiling the walls, installing 
the cabinets, new linoleum, etc. 

In other words, all that is neces- 
sary for prospects to do is to go 
after their kitchens in a piece-by- 
piece manner, signifying to the 
management of Floridan Appli- 
ance Company that they will 
eventually want the entire job. 
Thus, the firm “sews up” custom- 
ers for an extended period of 
time, and kitchens may be put to- 
gether over five or six years of 
purchasing. 

To concrete the idea in Tampa 
residents’ minds, much newspap- 
er advertising has been run fea- 
turing the slogan, “The world’s 
finest kitchen, piece by piece, for 
just a small payment each week.” 
The same slogan is repeated on a 
long strip sign, extending 12 feet 
down the wall of the package 
kitchen in the store. 

By explaining this proposition 
carefully to all customers, and in- 
viting them to make their entire 
kitchen selection, ordering each 
appliance, each cabinet, etc., one 
at a time, many package kitchens, 
which will become realities over 
the years, have been. sold. 

All of the package kitchen sales 
accomplished by Floridan Ap- 
pliance Company have been sold 
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by a crew of four regular floor 
salesmen. The firm has no out- 
side salesmen, and has trained its 
own staff through manufacturers’ 
schools, local distributor schools, 
etc., to handle the problem effi- 
ciently. The men make outside 
calls only when an actual appoint- 
ment is made from a floor call. In 
this way, what might normally be 
only a sale of a single refrigerator, 
dishwasher, etc., may readily lead 
into a complete kitchen sale. 

“Our experience has been that 
once housewives have purchased 
the first one or two appliances 
which will eventually make up 
the kitchen, they are spurred to 
completing the job as rapidly as 
possible,” Mr. Henry said. “There- 
fore, we play up the piece-by- 
piece slogan by personal sugges- 
tion as much as possible.” 

Total results of selling on this 
basis have been cutting the selling 
cost on each package kitchen tre- 
mendously, while many more 
units are being sold. 


~ 


ES Survey 
(Continued from page 91) 


Naturally, the conditions that 
apply to each specific business 
must be taken into account, for 
there are dealerships in some 
locations where direct sales effort 
must be continued even to sell the 
reduced quantities of merchan- 
dise available. 

On the other hand, there are 
some stores having street traffic 
of such volume that specialty 
salesmen are not really needed to 
sell the supplies of merchandise 
received at present. It is certain- 
ly not recommended that any 
dealer release any of his sales 
staff that has been trained at con- 
siderable expense, for future con- 
ditions are entirely too uncertain 
and the reductions in merchan- 
dise may prove much smaller 
than has been anticipated. 

There are other sales expense 
accounts that will bear investiga- 
tion. One of these is delivery ex- 
pense. When sales volume is 
large, there are likely to be ad- 
vantages in maintaining company- 
owned delivery trucks and crews, 
but with reduced volume it is 
possible that the over-all expense 
of deliveries may be reduced by 
disposing of company - owned 


trucks and utilizing the services 
of local delivery firms. 

Warehousing expense may be 
one that can be reduced. If the 
company has considerable ware- 
house space that is not being uti- 
lized fully, it may be possible to 
sublease part of it to another firm. 
Or if a separate space is main- 
tained for stock, it may be possi- 
ble to rearrange store space so 
that the separate space can be giv- 
en up or subleased. 

Advertising and sales promo- 
tion expense may not be justified 
on the same scale as when equip- 
ment is more plentiful. Each deal- 
er’s own circumstances must be 
taken into account, of course, to 
determine whether some promo- 
tional expense can be eliminated 
while the volume of appliances is 
limited. It is possible that adver- 
tising can be changed to feature 
service and maintenance and thus 
serve to increase volume in this 
field. 

Generally speaking, there is lit- 
tle that can be done with such 
fixed expenses as rent, amortiza- 
tion of improvements, building 
maintenance, depreciation, taxes, 
insurance and mortgage interest, 
and such regular expenses as 
heat, light, water, and telephone. 


Special Promotions 
(Continued from page 93) 


postcard illustrating a complete 
set of dinner dishes that would 
be given free with every refrig- 
erator purchased. In the store a 
set of these dishes was displayed 
on an attractive serving table in 
the exact arrangement in which 
they would be placed to serve a 
dozen or so dinner guests. Thirty- 
seven refrigerators were moved 
within a short time, partly as a 
result of this offer. 

While some dealers send out a 
mailing to their list every month, 
Fraley’s psychology is not to use 
his list except when he has a spe- 
cial promotion with a strong in- 
terest - provoking appeal. He 
wants to train every addressee on 
this list to feel that when he 
takes a Fraley-marked envelope 
out of his mailbox, it is something 
worth reading. 

Occasionally, however, a cam- 
paign offer turns out to be a dud. 
On a recent washing-machine pro- 
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Extra Profits 
EASY AS 1-2-3 


WITH iking , 


WINDOW a 


A BIG fan . . . big enough to qj 


cool an entire home or apert- 
ment of average size—moves 3100 cubic 
feet per minute. Single or 2-speed mod- 
els. Competitively priced but with an 
extra long margin of profit. 

: ve 


PB: ‘ 
> Viking Window Fan Display 


. . . shows customers how Viking home 
cooling works. A demonstrator that 
really sells fans. Hundreds of displays 
sold for $8.00, but you can get one free 


Unique Viking VADNIT, re- «} 
deemable for $3 towards lib- 

eral local co-op advertising. You get one 
Viking ADvertising uNIT for each fan 
you buy. 

ONE DISPLAY FREE for just 3 Vadnits. 


Write for complete Viking deal and 
name of nearest jobber. 


AIR CONDITIONING CORP. 


5601 Walworth Cleveland 2, Ohio 
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REASONS 
WHY 


A COMPLETE LINE FOR 
HOMES AND BUSINESSES 


The complete Coolair line 
includes wall and window 
units, single and twin attic 
package units, and commercial 
and industrial units up to 
9’ blade diameter. 


A REALLY VALUABLE 
FRANCHISE 


A market area large enough 
for real money-making 
opportunities is yours under 
your Coolair Franchise. 


SALES TRAINING 
THAT MEANS 
SOMETHING! 


Factory supervises training of 
authorized dealer personnel. 
Profits from your Coolair 

Franchise start right away! 


HARD-HITTING 
ADVERTISING AND 
PROMOTION 


Up-to-the-minute Coolair 
advertising and promotion help A 
pave the way for profitable a 


Here's Low-Cost Cooling Folks Will Buy! 
This Sales Pian Boosts Your Profits High! 


Get your share of cooling profits by mailing 
this coupon TODAY. No obligation. 
AMERICAN COOLAIR CORPORATION 
leaders in Air Cooling for 23 Yeors 
Dept. ES-3, American Coolair Corporation 
Jacksonville 3, Florida 
Please RUSH us complete information about the 
Coolair proposition for 1951. We are interested in 
( ) @ deolership, { ) o distributorship. 
NAME____ 
TITLE 
FRM 
ADDRESS 





motion, Fraley offered a year’s 
supply of soap with each washer 
purchased. The distributor who 
supplied him had told him what 
a killing other dealers had made 
in offering to soap every sold ma- 
chine through 365 days of family 
wash. 

Fraley mailed out his 6,000 let- 
ters and waited. But the free 
soapsuds buyers stayed away in 
droves. He sold a few washers 
that would have been bought any- 
way. He can’t explain this ex- 
perience except that a premium 
offer that will go over big in one 
locality sometimes won’t appeal 
at all in another. 

So he changed his strategy. He 
cut down the amount of soap on 
his premium offer and added a 
variety of other articles to take 
its place. He mailed out a card 
offering free with each Duchess 
washer a set of twin tubs, a metal 
ironing board, an automatic iron, 
30 boxes of soap, and 60 clothes 
pins. Within two months he sold 
75 washers on this offer. The 
purchase price allowed the dealer 
a nice profit over both washer and 
premium. 

With the aid of these promo- 
tions, Fraley had trebled his vol- 
ume without any full-time outside 
salesmen. However, he or either 
of his two store salesmen, Tom 
Vickers and Roy Page, frequently 
go out to homes to close sales al- 
ready in the making. He has re- 
cently taken care of his expanding 
demand more fully by employing 
an experienced field salesman 
who spends his entire time mak- 
ing house-to-house calls. 

But even at that, Fraley’s spe- 
cial promotions have done a fine 
job of wooing buyers into his 
store and selling them conven- 
iences that will give them a more 
abundant life. In making a re- 
cent check of his sales slips for 
the latest Saturday, he and his 
store salesmen together sold on 
one day six new refrigerators, one 
used refrigerator, three ranges, 
one washer, one water heater, and 
one cabinet sink plus many elec- 
trical housewares, repair parts, 
and repair services. 

He admits this was a better- 
than-average day, but it is an in- 
dication of how the business is 
growing. In one 60-day period, 
he sold out of the store $6,000 


worth of complete kitchens. 

He keeps two pick-up trucks 
busy delivering appliances and 
handling service calls through his 
two salesmen - servicemen, Tom 
Vickers and Roy Page. 

In addition to these employees 
are Miss Anne Campbell, his 
bookkeeper, and Mrs. Fraley, who 
Mr. Fraley says is the biggest ex- 
planation of the firm’s growing 
business. Mrs. Fraley has a 
charming personality that keeps 
repeat customers repeating. 

Also on the force is Marcus 
Walling, a colored employee who 
helps shift the stock around or de- 
liver it. 

While the mailing list is Fra- 
ley’s chief promotion teaser, it is 
well supported with both radio 
and newspaper appeals. He puts 
out five radio spots a day, seven 
days a week. These air appeals 
have plugged heavily all the free 
premium offers. 

While Fraley’s mailing list is 
made up mainly of prospects in 
his home county of Warren, it 








Self-Selling 
DISPLAYS 


YOUR CHOICE of two smartly 
finished wood displays, two fast- 
moving deals offering a DAVIS 
Cord Set for every need. Dis- 
play No. 5, 814” x 8/2” x 16”, 
holds 34 Davis sets; display No. 
10, 20” x 20” x 8”, holds 60 
Davis sets. Each set is fully dis- 
played and tagged with informa- 
tive, self-service label to increase 
impulse buying, reduce sales 
time. 


e Ss. YOUR JOBBER OR WRITE DIRECT 
@ CE FOR FULL DETAILS AND PRICES.@ 


DAVIS Mfg. Company 


PLANO 1, ILLINOIS 


Southeast Rep. Southwest Rep. 


H. K. Dewees Co. M. C. Huie Co. 
Walton Bidg. Atianta,Ga. Thomas Bidg., Dallas, Tex 
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fans out over five counties. 

When he opened up his appli- 
ance business in 1945, Wallen 
Fraley’s first location was a 20- 
by 20-foot street-level room in the 
Sedberry Hotel. As the special 
promotions brought in new cus- 
tomers, he had to seek larger 
quarters, and so he moved to his 
present 22- by 100-foot store in 
the main business section. But 
his special sales have made elec- 
tric consumers so Fraley-consci- 
ous he has completed plans to 
move to a newly vacated Kroger 
building where he will be able to 
spread his appliances over three 
25- by 100-foot floors. 


Promotion Pay-Off 
(Continued from page 89) 


velopes with pieces of promotion 
will be mailed out. 

For electric appliance and radio 
dealers who say the market is 
thinning out and business is dull, 
Abramson could only re-empha- 
size, “Know your business. Be 
close to your business so that you 
know what the market holds for 
you.” 

Dealers have been spoiled be- 
cause it has been only too easy to 
keep merchandise moving. Sales- 
men became order-takers and for- 
got how to sell, Lacy’s promotion 
manager commented. 

“You build a customer’s con- 
fidence by knowing your product. 
It’s the only way you can sell it 
well,” he repeated. 

Cold Canvassing 

(Continued from page 94) 

vass. Almost anyone who has 
been an appliance salesman over 
the years hates a cold canvass, so 
I felt them out rather cruelly, on 
that point. I watched them close- 
ly and if they flinched hard or 
showed obvious distaste, I knew 
they wouldn’t work at the cold 
canvass and wouldn’t do for us. 
That’s how I picked the sales 
force.” 

Jones concedes that the view- 
point of management, as demon- 
strated by the partners, R. L. 
Pickett and Chet Droze, gives the 
sales staff extensive encourage- 
ment. Both have had years in the 
business and know the ropes as 
they feel to salesmen. The part- 
ners often put as much as $250 to 


$300 of their own money into a 
sales contest and, furthermore, 
Jones believes the Pickett-Droze 
selling expense is among the high- 
est in the country. 

Commission to salesmen is 10 
per cent on the first $3,000 of 
sales, 11 per cent on the next $1,- 
000, and 12 per cent on everything 
above $4,000. 

“We have three points that we 
stress continuously in our sales 
meetings,” continued Jones. 
“These are: canvass, make ap- 
pointments, and make night calls. 
There is nothing to beat that com- 
bination—the cold canvass that 
leads to the appointment for a 
night call. 

“When you get to the point 
where you can sit down with a 
man and his wife at night, delve 
into their personal affairs, figure 
out their budget, and show them 
how they can buy, then you have 
the confidence of that household 
and the sale is practically made. 

“We do our canvassing in the 
morning hours, and that results 
in long hours of work, sometimes. 


But there is no inflexible rule. 
Often I start out with the crew, 
and we all have coffee and a bull 
session. The type of salesmen we 
have thoroughly enjoy the cold 
canvass. 

“It is a challenge to a man’s 
mentality and his ingenuity. Near- 
ly all of these boys take great de- 
light in studying human nature, 
profiting by their mistakes, and 
devising new approaches that sell 
them to the housewives they call 
on. 

“TI doubt that we could induce 
one of those men to take a perma- 
nent or even semi-permanent 
floor job. For one thing, we are 
not well located for floor-traffic. 
Beyond that, these salesmen have 
discovered that the real payoff 
is in the cold canvass, the appoint- 
ment, and the night call. 

“Besides, people who wander 
into the store—floor traffic—are 
almost always shoppers, whereas, 
those customers we get by can- 
vassing invariably have a better, 
cleaner deal for both the store and 
the salesman.” 








ECONOMY 
FLOOR CIRCULATOR 


An unbeatable value — builds 
store traffic and sales volume! 
All steel construction and 
balanced aluminum blade. In 
Sunset Tan. 3 speeds. 


BERNS MFG. 
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REVERSIBLE 
WINDOW VENTILATOR 


The original reversible ex- 
haust and intake fan'—with 
easy patented reversing 
mechanism for complete 
safety. In 10", 12", 16" and 
20" models. Adjusts to § 
every window width. 
Handsome white 
enamel or sunset 
tan finish. 


warp fan housing. Pol- 
ished chrome or gleam- 
ing white enamel interior 
grill. All models adjust- 
able to 16" thick walls. 


15 








THE Yew 1951 FANS 
YOUR CUSTOMERS WANT 


ATTIK-PAK 


28 


GET YOUR CATALOG 
NOW! 


NEW STYLES 
AND SIZES 


SKYBREEZE 
DIV. CLEVELAND HEATER CO. 
» 2310 SUPERIOR AVENUE 
CLEVELAND 14, OHIO 


if 


CYANTFROLS 
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NOW! NEW! Low Cost... Low Wattage 


RADIANT 


Wall-Insert... 


* AUTOMATIC or MANUAL Control 
Set it...and forget it! 


Just set the thermostatic control dial — the HEETAIRE will 
automatically produce and maintain any desired temperature 
between 40° and 80° F — immediate healthful infra-red rays 
— turning itself on and off as needed. 


With BUILT-IN THERMOSTATS or MANUAL Control 


1000—1250—1500 Watts . . . 120 and 240 Volts 
ONLY 1734” high x 1254” wide ! 


WRITE for all the details — and the name of our nearest 
HEETAIRE representative. 


MARKEL , LASALLE 
ELECTRIC PRODUCTS, INC. PRODUCTS, INC. 
139 SENECA ST. BUFFALO 3, N. Y. 


MARKCL Suilt-in HEETAIRE Model 241 TE 


Tested and listed under re-examination 
service by Underwriters’ Laboratories, Inc. 








CTI PROPERLY TRAINED MEN 
HAVE THE “KNOW HOW" 
PRACTICAL SHOP TRAINING 


| 
| 
| 
in & 
ELECTRICITY, MAJOR APPLIANCE _| 
Service, Maintenance, Installation | 
Write for Catalog ESS—Veterans ask about GI Training } 
Manufacturers, distributors, etc., when you need e 
TRAINED men contact CTI Placement Bureau. 
| COMMERCIAL TRADES INSTITUTE INC. | 
of Alabama 

200 South 20th St., Bhadehan, Ala. — Phone 7-0555 | 

| Member: Southern Association of Private Trade Schools 








Handbooks of Adequate Wiring 


Two valuable booklets avail- 
able with Electrical South. 


“Handbook of Residential Wiring Design” and 
“Handbook of Farmstead Wiring Design” sum- 
marizing the latest authorative information on ade- 
quate wiring systems, may be obtained with a three- 
year subscription to Electrical South at the special 
price of $2.50 for a limited time. Send name, ad- 
dress, and remittance at once to make sure of getting 
your copies. 


ELECTRICAL SOUTH 
806 Peachtree St., N. E. Atlanta 5, Ga. 














wean fins 


pecialties 


You'll Prefer This 
Automatic Shutter 


The “Elgo” gets the preference 
because of its outstanding fea- 
tures—such as its quick-opening, 
its tight-closing and the absence 
of blade flutter. Its weather-strip- 
ping and felt silencing pads. are 
other notable features. Sizes from 
8” to 72” square—also rectangu- 


“Echo” Automatic Ceiling Shutters 


Used for attic ventilation. Installed in attic floor at the base of a 
penthouse, the louvers being operated by the suction of the fan. 


ELGO SHUTTER & MFG. CO. 
SLEYTR = 2738 W. WARREN _——DETROIT 8, MICH. 
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The Advertiser's Index is published as a convenience, and not as a 
part of the advertising contract. Every care will be taken to Index 


correctly. No allowance will be made for errors or failure to insert 


Signal Electric Mfg 
Simplex Wire & Cable Co. 

Second Cover 
Southern Electrical Corp. 47 
Square D Co Inside Back Cover 
Sta-Brite Fluorescent Mfg. Co. 58 
Steel City Elec. Co ° 
Stewart, S. J tlectric) 111 
Sutton Corp., O. A 119 


Landers, Frary & Clark 

76 and 
Light & Power ‘Utilities Corp. 
Lint. Clyde W 


AUTOMATIC 


CEILING SHUTTER M 
FOR ATTIC FAN 


Built so they can be installed practically 7 i 5 2 
flush with the ceiling, 4.1° FLO Ceiling Shutters McGill Manufacturing he o.. Ine. 
present a refined, finished appearance. Their Marcus Transformer Company 
natural aluminum’ yy oy with on bea Inc. 
oration n tor eo 
grille or winter cover is required. Vernished Markel LaSalle - iat Been 
in 5 different widths, single pane! up to 73” Milner, W. J. & Co. i Zz . EF ‘ 
long: No operating mechanism shows. Built- Tomie Sales and Engineering 
in fusible link. Meets fire underwhiters re- Mitchell Manufacturing Co. Co. 

Monitor Controller Co. Triangle Conduit & Cable Co., 


quirements. 
WRITE FOR NEW CATALOG 43-8 Motorola, Ine. Inc. 
line anager eae Murray Mfg. Co. Trumbull Electric Mfg. Co. 


Mestentions ond details of the complete AiR- 
Lo ‘ 
Murray Co. of Texas, Atlanta, 12 and 


Ga. r Tuttle and Kift, Inc 


Swain & Bridge ° 


M & W. Electric Mfg. Co., Inc. 


Tennessee Coal, Iron & Railroad 


‘ ; Co. 





Mimar Products, Inc. 


cts Co. 


DETROIT 16, MICH. fie 


Air Conpitioninc Prop 


2340 W. LAFAYETTE BLVD. - 





National Electric Products Union Insulating Co., Inc 
25 TYPES . . . OVER 150 SIZES! — ae 
United States Steel Export 
Co 


Oo U. S. Treasury 
Okonite Co. Vv 


for every commercial and 
residential requirement! 


Specifying Chelsea Fans for every 
installation is one sure way to 
proper ventilation. There’s a Chel- 
sea model for every reauirement— 
and each ty is certified as to 

rformance in accordance with the 
tandard Code of the Propeller 


Viking Air Conduit Corp 


Paranite Wire and Cable 
Paulding, Inc., John 
Penn-Union Electric Corp. 
Perfect Line Mfg. Co. 





Fan Manufacturers Association. 


Spring Mounted 
Wall Type EH 
Complete pack- 
age unit — 
springs, sash 
chain for reft- 
er or ceiling 
mounting, can- 
vas boot and 
automatic out- 
side shutter. 
Simple installa- 
tion, quiet oper- 
ation. Sizes — 
24” and 60”. 


SEND FOR YOUR FREE KIT TODAY! 
Contains all the information 
you need to make ventilating 
and cooling installations in 
factory, home, office or shop 
— selection of proper fan, 
installation hints, etc. No ob- 
ligation. Write Department Dd. 


Comfort cooler Type ED 
For homes, schools, 
churches, hotels and hos» 
pitais. Features large air 
delivery with low power 
consumption. 

Cheisea Comfort Cooler 
Tvoe EV. Desiened for 
attics of low headroom. 
Quiet operation, econom- 
cial to install, Size 24” 
to 48”. 


CHELSEA FAN & BLOWER CO. 
INCORPORATED 
PLAINFIELD, NEW JERSEY 





Pittsburgh Reflector. Co. 
Precision Parts Corp. 
Proctor Electric Co. 
Pryne & Company 
Pyle-National Co 


Reed Unit Fans, Inc. 
Regina Corp., The —_. 
Revere Electric Mfg. Co. 
Robbins and Myers, Inc. 
Rome Cable Corp. 
Ruby-Philite Corporation 
Russell & Stoll Co., Inc 


Sangamo Electric Co. 
Schwitzer-Cummins Co. 


Wagner Malleable Products Co. 
Wakefield Brass Co., The 
F. W. 
Westinghouse Electric Corp. 
(Appliances) 
Westinghouse Electric Corp. 
(Lamps) 
White Products Co. 
Wiegand Co., Edwin L 
Wind Way Fan and 
Ventilator Co 


Youngstown Sheet & Tube Co. 


Zenith Radio Corp. 120 
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to 
The Demand is TM 


Of e 


( 
U] UY 
Everybody’s investing in 


The Genuine 


| 


WORLD'S FINEST AIR CIRCULATORS | 


Dealers everywhere are actively planning aliead. Heavy 
dealer buying to date is based on consumer preference and 
demand for the genuine Vornado. Past experience proves 
that an adequate Vornado inventory is ironclad sales and 
profit insurance because, with Vornado, dealers always 
have a “good fan year.” Your Vornado distributor still has 


some inventory. ORDER YOUR VORNADOS TODAY, 


| Heres WAY v4 DEMAND IS TERRIFIC! 


We've made these 


investments for you! CHECK THESE pdass FEATURES 
sand consemet advertising space fe twice 1 Vornado is the most wanted fan in America. 


E 
“eo g tie wep ‘oda 2 Years ahead in design and eye appeal. 


Holiday, Holland's, Successful Ferming, Tourist Court 3B More exclusive sales and performance features. 
J Appliances, Modern Beauty Shop, Jour. 


adie anders rican Dental A 4 Better discounts which mean greater profits 
you. 


5 Hardest hitting sales promotion program in the 
fan industry. 








BE SURE TO STOCK THE GENUINE VORNADO 
A product of THE O, A. SUTTON CORPORATION, WICHITA, KANSAS 


THE O. A. SUTTON CORPORATION 


1812 WEST SECOND STREET 
WICHITA, KANSAS 


We would like to know more about your 1951 Vornado 
“Opportunity Year” program and the name of your 
local distributor 
TURNABOUT PEDESTAL 


TYPE 
WINDOW FAN § aes 


Firm Name - 
>| oo 
TURNABOUT @ Address__ nm 
Le tated ¥: 
CASEMENT 
WINDOW FAN TURNABOUT City 





get set fora (ARAL of prospects 
Portable Radios 


p’s FINEST PORTABLES 


Outdoor Activities Open New 
Sales Opportunities FOR YOU! 


Summer’s outdoor, away-from-home, on-the-go activi- 
ties call for Zenith* Portable Radios—and promise you 
your biggest selling season. So cash in by tieing-in with 
Zenith’s big Portable promotion. Talk, show, demon- 
strate and sell Zenith Portables! 


¢The Sensational ZENITH UNIVERSAL’... 


Owners rave about the Universal's ability to perform with clari- 
ty and volume even in remote locations where many portables 
fail. Has an extra-powerful circuit with Tuned R. F 
tion, a more sensitive Alnico “5” Speaker, the ex- 
clusive Wavemagnet*, AC-DC or battery op- 
eration. Smartly styled Buffalo-Grained casein Black 
or Brown. 


amplifiea- 


49% 


Less Batteries 


The TRANS- OCEANIC 


is always a best seller aoe for Sarnaver 





Outperforms any portable, any- 
where. The one set to sell when cus- 
tomers want long-range reception, 
Gets standard, plus International 
Short Wave on 5 separate bands. 
Humidity-Proofed 

against loss of sensitiv- $11425t 
ity. For AC-DC or bat- jess botteries 
tery. 


@eeeeeeeeseseeseeeeeeeseeeeeeseeeeseeeeeeese 


Powerful and Popular 
ZENITH ZENETTE* 


Hardly bigger than your hand, yet 
plays with big-set volume and tone! 
close lid, set's 
off. Weighs but 544 lbs. Battery or 
AC/DC operation. In 

Burgundy, Ebony or $3995 


White plastic. less botteries 


Open lid, set's on 


TIP-TOP HOLIDAY* 


Giant “Tip-Top” Dial with built- 
in Wavemagnet swings up above 
the set for tuning ease, doubles the 


For AC/ 


$3995; 


less batteries 


Sensitivity of reception 
DC or battery. Cabi- 
net of Ebony or two 


tone Biue-Grey plastic 


SCCOCCSSECH ECE eeeeESECBesSeeeeeeeeeeeeeeeese 
TSuggested retail price. West Coast and far South prices 
slightly higher. Prices subject to change without notice 

*Reg. U.S. Pat. Off 


ZENITH RADIO CORPORATION 


6001 DICKENS AVENUE ¢ CHICAGO 39, ILLINOIS 
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THERMAL ISOLATED . 
(Coilless) MAGNETIC \ ARC CHAMBER . 
SENSITIVE %. 
MAGNETIC LATCH he 
~ 








a NEW QB circuit breaker for NOB panelboards 
amber lined with arc resisting Sey 


d for metal plates or other inter- 
TYPE NQB 


hanism is quick-make, quick- ~ ree 
of trip element, assures breakers for 


rmal-(Coilless) Mag- AC systems 
lboard types 
‘ 


features an isolated arc ch 
material which eliminates nee 
rupting means. Operating mec 
break. Stainless steel latch, independent 
superior vibration characteristics. The 
netic trip element is typical of other lighting pane 


in Square D's broad line. 
All Have 2-WAY PROTECTION 


viding positive and timed 
d current and surrounding 
rolonged by limiting 











THERMAL element is 4 bi-metal pro 
response to heating effects of both loa 
atmosphere. The life of wire insulation is P 
total temperature to 4 safe value. 
MAGNETIC element responds instantaneous! 
values of current characteristic of dangerou 
“shorts.” Damage is minimized. 
Both ARE NEEDED FOR Complete 


Write tor Bulletin 1640, Square D Company, 
ASK YOUR ELECTRICAL WHOLESALER 


y to the higher 
s overloads and 





AC-DC systems 





PROTECTION 
6060 Rivard Street, Detroit 11, Michigan 
FOR SQUARE D PRODUCTS 





; 
* -) 

















LTD., TORONTO * SQUARE D de MEXICO, S.A.. MEXICO CITY, D.F. 





SQUARE D COMPANY CANADA 
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Jo(o >= B 
= PREPARE FOR TODAYS CHANGING DEMANDS 


WIRING PACTS! 

















f WHERE DO YOU NORMALLY LOCATE 
GENERAL ELECTRIC REMOTE -CONTROL 
MASTER SELECTOR SW/TCHES 2 


This new multi-purpose G-E master selector switch gives 
homeowners control of up to nine different lights or outlets 
from a single point. But do you l:now WHAT LOCATIONS 

ARE RECOMMENDED FOR MASTER CONTROL SWITCiI 
INSTALLATIONS ? 


p WHAT WIRE SHOULD YOU USE 
IN LOCATIONS EXPOSED = 
TO GASOLINE? ( 


Until now, this problem required the use of 
heavy, lead-sheathed cables. Today, Gen- 
e-al Electric’s new lightweight, hydrocar- 
bon-resistant wire helps you do the job ZA 


eficiently and economically. WHAT SHOULD 
YOU SPECIFY? _s ew 


° WHAT 18 THE BEST FROTECTION 
FOR MACHINE TOOL LEADS THAT 
ARE SUBJECT TO VIBRAT/ON? 


Rigid protection used for this purpose is often bulky 
and fails to provide the necessary “play.” There is a 
simple solution. But, D0 You KNOW WIIAT’S BEST? 


MORE CURRENT INTO EXISTING RACEWAYS? . 
More current per raceway is a big feature of G-E e HOW DO YOU AVOo/? ROCKING 
Deltabeston* AVA cables. Capable of operating at high ya 
temperatures because they are insulated with heat-beating WHEN YOU INSTALL A SW/7 CHBOX ? 
asbestos and varnished cambric—they can be used at The new G-E Levelock switchbox solves 

normal ambient temperatures to crowd more current into the problem of rocking during installation— 
raceways. HOW DO THEY Do IT? speeds rough wiring on any job. HOw? 


FOR FURTHER INFORMATION 


1. The most popular locations for the master selector switch are in the master bedroom 
t ent: d . But, cust ify its i ion i i : +t 
sypecl entrance doorways. But, customers can specify its installation in any convenient spot. on any General Electric wiring ma- 
2. |) General Electric Geotrol Type TW wire is the full name of this new gasoline-and-oil , 
pauls sate: terials, see your G-E Construction 
3.) Use G-E flexible steel conduit to simplify vibration-proof installations in close quarters. Materials distributor, or write to 
. LI) Delt Vv. i . , 
a Deltabeston A A cables can carry as much as 64% more current than ordinary Section K54-324, Construction Ma- 
cables with 60C rating, because two layers of asbestos insulation permit (1) higher operat- 
ing temperatures and (2) more current per conductor. terials Department, General Electric 
5.C] The G-E Levelock switchbox has four leveling projections. It can’t rock or tilt. Company, Bridgeport 2, Conn 
’ ° 
“Registered Trade Mark of General Electric Company 


GENERAL @ELEcTRIC 
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